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... carry-over year 
in air conditioners 


For profitable sales of ’58 conditioners 
you need a strong line 
with new, strong selling features! 


Coolerator has no 
carry-over problem 


That’s right. COOLERATOR has gone all out to give 
you a new and even greater, more profitable, 1958 line. 
It has feature after feature. One new feature in particu 
lar leads the industry in answering consumer demand to 
assure you easy, profitable sales regardless of conditions 


in your area. 


You owe it to your pocketbook to get the feature-line 
story about Coolerator and the PROTECTED Coole: 
ator FRANCHISE! 


LONERGAN COOLERATOR DIVISION 


McGraw-Epison Company, Albion, Michigan 


Finest in Home Comfort Appliances 


LONERGAN COOLERATOR DIVISION 


RAW-EDISON COMPANY 


Department CAC712-EM «+ Albion, Michigan 


Yes, | would like to know more about the 1958 line 
and the PROTECTED Coolerator FRANCHISE 
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YOU ARE A 
WESTINGHOUSE 
DEALER 


... you have money-in-the-bank 
reasons to remember 19577! 


Bu 
pror 
chise 
sour 
To g 
call 





First it was the Bing Bong Selling Spree! More sales than ever before of Westinghouse Refrigerators, 
Laundromat” Automatic Washers, Dryers, Ranges, Freezers, Dishwashers, Water Heaters, Disposers! We 


you 


NO WONDER TOP APPLIANCE DEALERS ARERR m 


PAGE 2 DECEMBER, 1957—ELECTRICAL MERCHANDISING 












Then came The Shape of Tomorrow... (the head 
turning, sales-making news for 1958! It’s a look... it’s an idea 

.it’s a trend... it’s the Westinghouse Shape of ‘Tomorrow 
And there isn’t a dealer who hasn’t felt its impact for it has 


triggered applause, whistles, carload orders coast to coast 


But just wait... you haven't seen anything yet! We guarantee you'll never forget the pace-setting 
promotions, merchandising and products to be uncorked during 1958. Just one year from now, your Westinghouse fran- 


chise will be even more valuable than it is today ... your business will be more secure... your financing will be more 





sound. And it’s only the beginning... 
To get in on the excitement... the prestige... the profits... During January Furniture Mart... Be sure 


call the Westinghouse Distributor in your area. to visit the newly enlarged and redecorated 


Westinghouse display at 11-122, Merchan- 
you CAN BE SURE...1F ITs \ Vesti ngh Ouse dise Mart, Chicago! 


Westinghouse Electric Corporation, Major Appliance Division, Mansfield, Ohio 


MOVING 10 ano Wl Ith WESTINGHOUSE 6) 
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“..a sound, sensible 
and constructive 
course” 


















C. 


President 


Hotpoint Co 





bor over SO years Hotpoint—pioneer of the all-electru 4. Complete product service facilities geared to meet service 
kitchen and laundry—has been an accepted leader in the problems promptly and efficiently 
\pphance busine ind Dealers who have been associated 5S. Aggressive national advertising with effective sales, ad 
th us have grown and prospered vertising, promotion and sales training programs to back 
retain this leadership in the competitive times ahead the Dealer's local merchandising activities 
' must pursue a sound, sensible and constructive 6. A selective franchising program that means present and 
' y ) 1] rofl le to ipo | | 
it be mutually profitable to Hotpoint and all future opportunity for an honorable and mutually profi 
its Dealer able business relationship between Dealer, Distributor and 
We accept tl hallenge and we'll tell you each month, tn Hotpoint | 
pe pian f ’ , Pan We don't claim to have all the answers but we do promise l 
' " | fit »} bh ) 
ut ' to prove our good intentions with pricing, programs ! 
and policies that are established with the Dealer’s future 
in mind 
/ I] 
To be a leader, you must have faith in the future. Hot 
\ 1 | ! puatil ompetitively | d product point faith in the future of the electri ippliance and tele 
Rea | 1) ofit ia realist nt tectior ion business 18 already demonstrated by the fact that con 
truction 1s under way on the first phase of a tremendous 
d fina ' f Cj;enera expansion program on the new 770 acre industrial site in 
( ca 
Elect Credit ¢ d oth d nt 
VW ¢ f¢ more abe df our Ty lay nextnw hifi 


) 


= | = 
Zt S 
F wren 
“% o 
"craic 


LOOK FOR THAT Hotpoint DIFFERENCE! 


j , Rang Retrigerat « Automatic Washe . Clothe ryers « binat Washer-Dryers « ( tomline + Dishwashers « Disposa « Water Heats ef 1 Freeze 
HOTPOINT CO (Al of General Electric Company), CHICAGO 44 













DECEMBER, 1957—ELECTRICAL MERCHANDISING 





wantin —- 








































































































LATEST PRECEDING 
MONTH MONTH YEAR AGO THE YEAR SO FAR 
FACTORY SALES ; 
appliance-radio-TV index (1947-1949 = 100) 182 154 191 10.8% down 
a 
RETAIL SALES . 
total ($ billions! 16.9 17.0 15.9 5.8 Yo up 
DEPARTMENT STORE SALES e 
index (1947-1949 = 100) 121 128 122 2.2% up 
CONSUMER DEBT : 
owed to appliance-radio-TV dealers ($ million) 364 360 368 0.2% more 
of appliance-radio-TV dealers 34 35 
(thousands) 95.0 90.0 
—-- + 
bhousandel 327.4 284.3 
DISPOSABLE INCOME : ‘ 
annual rate ($ billions) 302.9 299.9 
index (1947-1949 = 100) 121.1 121.0 
- = ee | = 
CONSUMER SAVINGS ; ' : 
annual rate ($ billions) 19.3 21.0 20.3 2.2% up 
UNEMPLOYMENT et i 
* * ® 
(thousands) 2,508 2,552 ° 
— oie — — — ~ 
Sources, in order: FRB, Dept. of Commerce, FRB, FRB, Dun & Bradstreet, Bur. Labor Statistics, Ward's Auto 
Reports, Dept. of Commerce, BLS, Council Econ. Advisors, Census Bureau) *New Series — No Comparison Available 
Busine much better than it sound Basically, that’s the sam happy story you get from other manu 
In recent weeks you've undoubtedly heard a lot of gloom and facturer Gibson report “record-breaking advance orders at its 
doom talk. There has been good basis for some of thi Thi recent distributor convention. Frigidaire sa conditions seem 
Kederal Reserve's action last month in lowering the discount rate to be developing favorably for 1955 Hotpoimt has released 
vas confirmation that business activity was not all that it could i new 10-year forecast and, without exception, 1955 totals in every 
be. In October, the Board's index of industrial production dropped appliance category are up over 1957 level Snother full line firm 
to 142, the lowest level sin the 1956 steel strike. A number of ivs it is “guardedly optimuisty definitely not pessimists ibout 
ythie tatistical indicator uding several in the Ouick-Check prospects for the year ahead 
har ls page, seem to tell an equally unhappy ston \re these people whistling in the dark 
| 7 , 
ven so, busine really is much better than you might think Undoubtedly, optimistic forecast like these are ned par 
lor one thing, businessmen share the universal tendency to tially to bolster the industry's confidence sut even discounting 
regard good news as very good and bad news as very bad. ‘hat the forecasts for this reason, you still emerge with an encouraging 
vhy me of thi oom and doom talk ha been badly ove rdom 17? ture of what’ ahead \nd some econom road pt cem to 
It ( 0 badly overdone, as a matter of fact, that man peopl upport prediction for good business next year 
ire tempt 1 to overlook good new Kor one thing, consumers have more money to I hie 
lor insta you probably haven’t heard much but bad new hart above shows disposable incon running at a rate I] 
ib ipphance in recent weeks. Yet the initial forecasts for ibove last year 
19 which a beginning to appear are far from pessimuisti \nd although retail sales have been ad Seiad - td it week 
We've unded up a number of these predi hon Most seem thi are till ahead of 1956 
to agree with G-E’s C. W. Theleen who says the major appliance liven some of the pessimistic figures in the chart may conceal 
healthy industry in a healthy economy Dhe better things ahead. Consider housing. The chart shows starts 
| K TO } 1 Thi pinion I here is no barner we can see this vear to be down about 10 percent Sut as the tor 
t Ca total unit iit ind | pcrso ially look f mi page 7 of this issue indicate 5, most economist expect housin 
1 an i to stage a mild recovery next year, with start edgu the 
Contimued on page 6) 
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attention appliance dealers: 


.-. sell the 
profitable 





12 hour “Ss 








Water. 


©Orrosign 


/ 
! 
/ 
! 
“Prevents } 
! 
I 
! 





relieves coughs ... restores humidity 


Be profit wise! Don’t overlook the big electric vaporizer sales 
boom in the winter months ahead, West Bend’s new Vapor-All 
is a natural for appliance dealers. There’s big profits in two 
big markets—home use and as a humidifier in heated offices. 
The demand is there for this profitable appliance with a 
minimum of sales effort. And, only Vapor-All has so many 
important service-free features! Heating unit is never in direct 
contact with water prevents corrosion, Automatic shut-off 
prevents overheating and assures long heater life. Made of 
non-rusting aluminum and copper. Unit comes equipped with 
I gallon bottle and 2 medicine cups. Retail $19.95. 





— “® 
WES T BEN D ALUMINUM co. 
DEPT. 18c, WEST BEND, WISCONSIN 
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tl ends (continued) 
| 


iT mi higure hat would be a recovery of between four and 


o 
\ll of these factors, of course. are tangibl« development vhich 


in be iarted statisticalls Unfortunately, what may very well 





turn out to be the key element in next years picture 1s consider 





ibly harder to estimate. That element is the consumer's attitude 
Ihe Survey Research Center at the University of Michigan 1 


engaged in a continuing effort to measure consumer attitude 





Last July the Center found that consumer optimism, although 
till predominant, had begun to weaken. Even so, consumer 
veren t pessimistic and weren't planning to retrench on expendi 
ture What has happened since that time is anybody's guc 
\ new survey will be released in a matter of week 

lo some extent the consumer is sensitive to the attitude of 


the busine community In recent months busin has been 


airing its fears rather openl Hlow much this will affect the 


consumer is a big question. Fortunately, the initial reaction to 
the lederal Reserve’s discount cut has been immediate and po 
tive Thi coupled with talk of incr ised go ernmental pending 
may offset the pessimistic talk in the consumer's mind 


\ll this suggests that the businessman—including the retaile 








often contributes to his own troubl« Right now the pessimistic 
talk stands to hurt him in two way It damages consumer 
morale ilong with his own And it tends to discourage him 
from taking any positive action to counteract what he heat Yet 


Miecrrican, MercHanpisinc’s editors in their regional report 


this month (beginning on page 9) find that in many cases creative 











clling effort and hard-hitting promotional unpaigns are pat 
off even in tedar market 
! 

You can’t overlook an inventory of UUU0 alt onditione 
but vou in over-estimate its unpact 

1] 19 ( ' d ‘ , Let uw | 7T nt r one 

ie room air conditioner marke iS a disappointing on 

mid thre ze ot thi mventor i ood il) mdi won a nv of 
just how badh iles faltered 


Yet the inventory at this moment is not a threatening as it 





Hay seem \s a matter of fact, the industry will go into 19558 with 
about the same number of units on hand as it entered the 1957 
eason. Last year heavy fall production built up carry-over stock 
to somewhere near the 750,000 level l here been relatively 


little production this fa'l, of course So in terms of units. the 








industry is no worse off now than it was last veat 

That's only half the story, of course Carry-over inventory 
not profitable imventory at this stage of the game It mean 
cutbacks in output of new merchandisé It means something of 
1 damper on new product development (although competition 
to have portables and low-amperage units will make some new 
model inevitabl And if probablh mcan Oni early-season 


dumping 


lhe boom in electric bed coverings shows no signs of slackening 





Sales, which climbed past the two million mark last year, ma 
70 bevond 2.3 million this vear At this moment some manu 
facturers are sold out 


What's even more encouraging, nobody sees any sign of am 





easing up m the foreseeable future. For next year most everyon 





iwrees On another ten to fifteen percent increase lend 
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HOOVER 


HOOVER FINE APPLIANCES... around the house, around the world Flt 


ELI 





rt 





TRICAILI 


Garry’s your star salesman 


again, every Wednesday A.M. 
Me 


a 


NEW HOOVER CONVERTIOLE 
—the 2-in-1 cleaner with the 
Automatic Shift! 


MERCHANDISING—DECEMBER, 1957 







NEW HOOVER CONSTELLATION 


—the cleaner that walks en air! 


YOU KNOW how Garry Moore sold Hoover 
Cleaners for dealers from coast to coast earlier 
this year. You know what a terrific demon 
strator he is. Now he’s back, on more than 
100 CBS-TYV stations, selling Hoover as only 
Garry can. 

At 10:15 A.M. (E.S.T.) every Wednesday 
he’s talking to 4,000,000 housewives and send 
ing them out for Hoover Cleaners. Be sure to 
get your share of this business. Make every 
Wednesday “Hoover Day” and take full 
advantage of Garry’s selling power. 
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Model 500 7 
3995 >) 





NEW ANTENNA 











Cnjoy a clearer picture tonight 





for the most profitable square foot in your store 


@ Meet the Satellite—the newest, brightest star among 


@ The display costs you nothing. 
Radion’s profit makers. @ Give your distributor five minutes to talk Radion 
@ Hitch your sales wagon to it. It’s unique. It’s well Profit-Pak to you.. 


.about FREE por ket-size sales 
built. It’s built to sell on sight. 


helps for your salesmen, about FREE giveaways for 
@ Give it center billing on your Radion Display .. your customers. 


the one square foot that can give you tremendous profit. Ask your Distributor about the Satellite today! 


THE RADION CORPORATION Dept. E, 1130 W. Wisconsin Ave., Chicago 14 


In Canada: Atlas Radio Corporation Ltd., Toronto 


Export Sales Div.: Scheel International, Inc., Chicago 45 





Cable HARSCHEEL 
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we 





trends 








REGION BY REGION 








THE 
EAST 


By John A. Richards 





Holiday surge keyed to promotions 
. . . Gifts join laundry and hi-fi as best 
sellers... TV “sticky” . . . Blind items 


continue profitable 


VPE-CIALS, strength in blind area nd plenty 
S ! i oomph those vere th ngred 
ent stern dealers were mixing with expert 
finesse gomg into th payott ¢ hristma cason 
One New York City chain executive best 
immed up those busine prospects for ever 
bod Busine not a bad a peopl would 


have uf 1CVE he nsisted ind still it’s not 


i ( L 4 L 


Obviously, dealers who knew how to buy and 
move aggressively in toughened price markets 


were doing business. A dealer in Patchogue, Long 


| f id N busin Cl ood, de 
pite ick d iow and agai In Madison 
N. J t loul his last ir figures and 
NaS ¢ 1 exultin vonderfi 1) noun South 
J inh Red Bank ind fom Rives ilk | ik 
ood, and acro to Hightstown and ‘Trenton 
USIN had passed through a late October lull 
t ~uncing back in November A bette 
reel for the holi La market blo omed ill othe 
parts of the vast, too ing due to the release 
f tunds from Christma ub In Philadelphia 
ind subu ind out into that cit hinterland 


sd ictivit is forging a better November than 


Up in Allentown, Pa. the arrival of a big metro- 


politan discounter heralded price battles and a 


pl tT! ted ld ver Sunda cing but also 
tirred t hed ile t coun the nev 
ompctit ! An ta Cachi or the | ist 
1 Buff Ro f W atert j id ip ! 
Boston an | Or i VCTC eld 
lh t t t wattecl icteristi 
I t | L ( \k i 


pper Fairfield Count Conn. on down the coast 
to Washington, D. ¢ ind Marvland the ile 


pickup was on. Even in un mployment-hit Long 


Island deal in I reeport Hlempst id last 
Northport Smithtovw Levittown, and Valle 
Stream found busin it least “‘tan Iclection 
ind Veteran Day promotions gave notice ible 

int to ile And th ipproximat +100,000 
aT discounter spent on a bang-up opening 


In the main, laundry sales cornered most con- 
sumer white goods dollars. Washers wer oing 
great guns” in such widel ittered points a 
Glenside, Pa., Buffalo and Albany, N. Y., Boston 
Ma ind Paramus, N. J. One Suffolk, L. I. 


dealet reported 500 dryer 


old already thi cal 
“with sales still coming.” Binghamton and 
Scranton had similar isolated favorable reports 
on drvers, and various dealers in Boston agreed 
vith one of their number who found them “a 


won to the white goods pictur 


The dishwasher picture in New York was 
steadily improving under heavy promotion by 
utilities and distributors alike. Newark, Union 
Perth Amboy and Red Bank dealet is well a 
everal in Washington, D. ¢ ind in Maryland, 
ilso were finding th low ituration product 
wmong the leeper 

‘Terrific’ continued to be the word for hi-fi 


from all point of th regional compa [hat 


held for a dealer with outlets in Bayonne and 
Paramus, N. J., several multi-store chains in New 
York and New Jersey, for Boston, Bridgeport, and 


| nughkeep ie retailci 


Ieclevision was bobbing back after an inex 
plicable letdown. Reports of “slack” ‘TV busi 


i came from the Niagara frontier, from 
Boston thre uburban Philadelphia ie ind 
from Washingtor Howeve from thes inn 
ica dealet Vie had tarted I'\ md radio 
promotions early were talking about electroni 
product busine that wa urging back it the 
tart of the holida eason 

Meanwhile an uptown Manhattan dealer 
found his November busin including ‘TN 
tarted off with a bang while both downtown 
Manhattan and Brooklyn volume dealer reported 

id VV busine vith the profit return steadil 
hrinking In several b New York chain I\ 
usin was di inted use if ran mostly 
to portable where th nit ii ire high but 
thie pront low 


From Queens and Brooklyn discounters to vol 
ume dealers in Buffalo and Boston, and from sub- 
urban quality houses in Philadelphia to big and 
little dealers in Washington, gift and sideline 
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holiday promotions were in tull swing. |v é 
taller was out to ipture | hiristina ' t 
nake up to 10 percent un ine t t 
vlaittle the year la cl rt Drea " 
\nd they were tackling the job earl 

| len from | th ist i { that 

i ired ft ’ The | tem 
ere reapin ile You live » VOU i 
nd a New York ain ¢ t \ rf i 
Nlanhattan dealer put it this wa Yi ‘ ot to 

ht and constant ift t i 


THE 
MID- 
WEST 


By Ken Warner 





TV sales match last year and laundry 
continues strong, but dealers continue 
to worry about Christmas and catalog 
competition 


IDING occasional windfalls as hard a pos 
ible ind casing off buying in non-moving 


Janne Midwest dealer ie dividing then 


tine between tending the hot spot id tryin 
to stay even in such line iS refrigerator ind 
range 


Hii hasn't yet caught on strongly cnough for 


true dealer happine By ippointin is One 
Minnesota deales vord, Yet, in scattered places 
ome dealer in sell it. One report ul move 
nent on 0) units in Sheboygan 


bor those doing some promoting, TV is prov 
' 


ing up to last year and then some—bi t much 
one dealer i And ind j itinuin 
t i ith one nail town dea i j 
mbination I] ever, i th ra t Min 

i Ipoh acalcl Laundr: ] i hot demand ite 
nt now wut the margin if aown t 

there wnt an reward fol olum if 


t profit-maker, On a percentags 
(christmas | mung, of course, ane iost a 
think that December will help 
cars performance into better hape 


Minnesota and Wisconsin, the traffi 











trends 


REGION BY 
REGION 














vil 
A 

ie oof f f thy 

itl ()f ti , t iti of 

j i j i 
lian yt that fasthyf , 

! i vA ft th if ta Con I 
wl if it i ! 
fat ! thi p t if t 
fom \ bith t t i] 

t ! i t tf pavill 
if ! i ! t ! ! 


Chicago dealers are coming out of a lump m 


time, they hope, for Christmas, Th th cata 
! t ! I i | ! t ! 
il i rT iT i t i 
quipn | , { f f ' 
' th i ti i if 
prom 


In Minnesota, they've got real problems, Cata 





ompetition vat t tion 
) I Dut a | It ( that ita 
a NI bie \\ | \ In 
panne t tt RC A\ ) i wi 
! ' t hal hid 
, { j , r | 
! t on (ib. trath Anot 
tial YI f itt 
pl tt | eal { i Vy I) 
| | | ‘ { ; ‘ 
In M fiat til 
t t é ! } } | tarte 
i fini i if ! th ip 
I lic t! mt ft ' | 
t of ' ‘ { 
! i ia Tar ty } r i thi 
Ninn ta | fy | id 
| HI ! ! Nii itt |) 
ist f yhion | +I 
‘ 
| 
; —_— | 
 JAPPLIANC ES] 
me “yh 
\\ ))\ ra 
A} ™, 
pt Tay 
| ; 
| al 
~ ' , 
See 
L 
4a" 
IN THIS STORE WE DON’T USE THE EXPRESSION 
EUREKA’ BLAISDELL 
AGE 10 


‘ 
1 t 
r ; Ont 
b Kansas Power and Light Co. finds 
that clectric ranges, water heaters and dryers have 
hown consistent slight gains all year ith S 
ren t ( id fing th trend eclerati 
! 1 ‘TiN iv of thie fall Cason 
I of KPI newure na ) ite 
t Te rT per if in om sep 
19 ‘ september 19 5¢ Dryer 
t th a 14 percent gam, and ranges run 
it 10 percent up Refrigerators stayed even 
! thi month: freezer md automatu vasher 
down tive pel ent and IV was down | 
| 


THE 
SOUTH 
EAST 





By William C. McGuire 


TV and laundry compensate for poor 
refrigerator volume . Promotions 
help alleviate declines caused by lay- 
offs and rain in Alabama 


bP RIGERATOR ( nost of — the 
southeast row to surprising! orry ad 


during October and early Novem 


Deal mad/or distributors in Birmingham 
Ch tte, New Orleans and Miami placed re 
! ition om they vorst mover iftegor 


thout hesitation Oddly enough, in each of 
i ( rele on assumed the hero 


ettin thie nod a best eller ver the ini 


Most of the T'V sales were being chalked up 
at the bottom and in the middle, though a 
Birmingham listributor Admural 
Cli211 l-inch, four-speaker mahogany con 

fin it S549.9 is his best-selling model 


named 


| Nhiam me distribut till reflects fondh 
rit six ecks in which h rot all the ‘TN 
outs he asked for, at 20 to 30 percent off 
i them n lone to h lea it 
vilar | ih | nin killing helped é 
in October that is LS percent better than 
) nparal nonth tf IY No dea 
ptance ft hy tel ’ we wd. and 


ice pro] remain sturd 

| outhern ‘TV picture was not without 
now, however. In Atlanta, a retailer has de 
emphasized TV in favor of kitchens, and in 


aividtia MAO! requiring plumbing and wirin 
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ia I multi taliation typ lish 
' i t il if t i Il ta 
t \mong t n i ld 
t t h I'\ 1Op wh j l ! IT Vd ( t 
! i ( n 1d-Deat D n 1 
ity jol ind yurce Dude 
\ Nashvil er re t hy ! televi Th 
t ! n th ‘ i tt t d merchan 
id port ( 


Washers were selling fast for plenty of Dixie 


| 
( are doing even better here and ther \ 


New Orleans dealer is selling 50 percent more 


n ( viile Maytag’s 


dealers and distributors, and, percentagewis 


irvel than he moved 


readil promotable Halo of Heat model ha 
jumped its Atlanta distributor's volume more 
than 300 percent In a recent 90-day period 


the dryers moved by a distributor in Knoxville 
matched his automatic washers and refrigerator 
unit for unit (Score 50 for the vear in a 0 

} 


percent over his cost 


vercent market area at 1S 
| | 


Elsewhere, freezers and ranges were having 


their ups and downs. Ireezers were tabbed a 
worst. seller for October by a Birmingham 

dealer, while lennessee distributor ha un 

loaded more of them th ear than in 1955 and 
lumped together Rang VCI to ed rOse 


A distributor 


ingled out a low-end 


from Charlotte, fish from ‘I imnipa 
in the North Carolina cit 


6ainch range special his top product (dealet 
cost in $] cla distributor-suggested list 
199 rOlIng price ibout $189 But from 
Tampa come vord of very little movement in 
1¢ admittedly overpriced range lin General 
in hecked in during th nonth a low 
t oft 


Slightly off-beat is a ‘I impa dealer's best dea 
i fuel-oil-operated, electrical] igniting floor 


furnace, which he sells installed for between $50¢ 


ind $600. Direct buying gives him a gross of 4( 
percent of list +440 ind it Hoh no di 
ounting 


While a gathering momentum of volume 
points to a good Christmas season in most of thi 
Southeast, the fingers of many Alabama d« I 
e securely crossed. Major layoffs have hit some 
of Birmingham pipe factor ind steel mull 
Rain falling too hard and too often has beaten 
millions of cotton bolls into the dirt in th 
northern part of the state, rotted acres of pea 
nuts in the south central section. In the fa 
of all this, retailers are buving gingerly. Enforced 
Vhanksgiving and Christma ications for textil 


workers in North Carolina reflect another indi 


i 


As a stimulant, one Birmingham dealer i 
purring his salesmen with the hallowed but no 
less effective deck of cards incentive. He assign 
values of $5 to ac +3 to face cards, and 

ents to the rest of a standard card deck, and 
wonuses of $1 $10 and $5 for the 
poker hand With cach sal the man 
vho makes it draws a card, which ts pa ted bel 

his name on a master board. When all the 
pasteboard have been used, a dinner meeting 


he Id ind iward 


( iblishe | 


three te 


ire made Ihe retailer likes it 

because vt lets him figure down to the last buch 

precisely how much he'll pay to get 52 unit sal 
And the sales force likes the gambling aspect (a 
ilesman who moves five unit in best one who 
nitegeacini 


Cl I 
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Who SAYS we're not interested in 


partnership , insurance? 





“Of course we are! 
We know the futures of our 
families may well depend 


upon it.’ 


The death of a partner means 
far more than the loss of a 
close friend. By law, it means 
the complete dissolution of the 
partnership organization which 
brings business activity to a 
complete standstill. 

This can mean financial chaos 
to the business and extreme 
hardship to the families in- 
volved, 

BUT ...an Attna Business 
Life Insurance Plan can prevent 
this... can provide in advance 
for a smooth and orderly trans- 
fer of the business 


AINA BUSINESS LIFE INSURANCE 
PLANS ARE SPECIALLY DESIGNED... 


@ To protect PARTNERSHIPS against liquida- 


tion of reorganization 





@ To protect SOLE PROPRIETORSHIPS for 


heirs or selected employees 


@ To protect CLOSE CORPORATIONS from 


forced reorganization 


@ To cover the loss of a KEY MAN in 


any organization, 


Add Life to your Business with A‘tna Business Life Insurance 


AETNA LIFE 


INSURANCE COMPANY 


Aina Life Insurance Company 
Hartford 15, Connecticut 


Gentlemen 


Please send me a copy of your new booklet “Will This Man Take 


Affiliates Your Business With Him When He Dies? 
AETNA CASUALTY AND SURETY COMPANY ee 
STANDARD FIRE INSURANCE COMPANY niin 


Hartford, Conn. 
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NEW HUSTLE FOR ‘58 .. . CHEVROLET 
LIGHT- AND MEDIUM-DUTY HAULERS 








More horsepower...more staying power in V8's and 6's! 


NEW CHEVROLET TASK-FORCE 58 TRUCKS £27 
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New Chevrolet light-duty Apache 
and medium-duty Viking models 
bring you V8's and 6's that deliver 
more horsepower, more economical 
and dependable hauling for the 
toughest jobs you've got! 


power in every light-duty 
model . . 145 h.p.!) 
engine most famous for economy and dependability, 
the rugged Thriftmaster 6. And the optional (extra 
cost) Trademaster V8 is all new, the most highly 
powered light-duty truck engine in Chevrolet history! 


There’s new standard 


. a more powerful 


me 


edition of the 











It’s ready to go to work with 160 h.p., 283 cubic 
inches of displacement, short-stroke efficiency and 
weight-saving compactness! 

Chevy for ’58 is here with new medium-duty 
power, too! Standard in Series 50 L.C.F. 
new version of the Heavy-Duty Taskmaster V8, with 
160 h.p. for fleet hauling and new durability features 
such as Stellite-faced exhaust valves and induction 
hardened exhaust valve seats. And standard in Series 
60 models is the time-proved Jobmaster 6 with more 
power than ever-—-150 h.p.—and a host of new fea- 


models is a 


tures that mean more economy and dependability on 
jobs that work a truck hard. See your Chevrolet 
dealer and save with Chevy’s new brand of hustle! ... 
Detroit 2, 


Chevrolet Division of General 


Michigan. 


Motors, 


Latest editions of the “Big Wheel” in trucks 


12 
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THE 
SOUTH 
WEST 


By Fred A. Greene 





Dealers bank on hi-fi sales for a 
Merry Christmas . . . November sales 


slow . . . Credit grows tighter 


[' Ip] lealer plan for Christmas met 
chand ig al inv indication, it’s going to be 


1 musi Christmas for all concerned 

It will take ye doing, however, hi-fi or no 
hi-fi, t t dea ind distributors out of their 
doldrums. Busin just has not been anywhere 
near normal. If lume’s even close to 1956 fig 
ures, th fit vay down 


Hi-fi has provided one small shot in the arm, 


but inst 1 of ducing increase in proht it 


has onl ped dealers to stay fairly close to 195¢ 
level With costs of operating up, this doesn’t 
do 1957 l it rO0d 


You get all sorts of reasons why business has 


been sluggish. In East Texas, you hear that th 


recent | Star Steel Co. strike is the big fact 
In seve il areas, the weather blamed and 
oddly t too much rain! ven the flu 
pide i t hat with doctor bil th 
tead ce bills to be paid. And last but 
not larp de r the t 
market l n—p ) think 
neadin l ! 

All of t e reasons may have i rng of truth 
to them ta it difficult to take issuc vith 
men inected with local condition 


The fact remains, however that there’s a slow but 


gradual realization that there are sales to be had— 
| hard 


providin 1 | t iT i mech Work hard 
| hax 
\ } ( )h ( } tT t put it 
I 
; 
| ! ror the bunitil t 
ird i ! I—but it ( t 
A Bea Ha to | n i t 
than ta last LU 
r . ] | } 
( Va pICd hed but 
\ 
| if 4 I | ; i t ] t \ 
} 
| , LD month ort 
‘ ' ; 
' ’ ' 
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of dealer reports. In fact, this retailer is the onh 


one who shows any optimism about the Christ 


nas M lling season 


For most dealers, November sales got off to a 
slow start, in most cases down from 1956. In a 
few instances, the declines were steep. It may 
be, as several retailers pointed out, that people 
decided to hold off buying until Christmas, thus 


the reason why there hasn't been the usual fall 


Laundry equipment continues to lead in sales. 
a 4 


ranges as their big sellers 


w dealers cited refrigerators and electri 


lelevision picked up considerably for a good) 
number of dealer Che sudden spurt in ‘TV ha 
resulted in added Christmas emphasis which may 
long with hifi help create volume—if not 
proht 

lrathe appliance ind radios are on a few 
dealer lists for heavy Christmas promotion, But 
with drug stores and jewelry stores plus a few 
isolated out-and-out discount houses now in the 
picture, it’s going to be difhcult going for ap 
pliance dealers 

ln New Mexico, for example, where Fair ‘Trad 
no longer exists, an Albuquerque dealer says “our 
l.verybody 
cutting prices to see how low they can get. We 


ire holding our prices and if we can’t. make a 


mall apphance business 1 hot 


prohit we pass up the ile 


Credit is growing tighter and sevcral dealer 
report large outstanding payments, in a few cast 
with these payments slower than in a long time 
[here are more rejections, too, with dealers tr 
ing to avoid the time consuming bother of hav 
ing to repossess. An Albuquerque dealer in one 
day had to turn down four sales because of poor 
credit risks. With the tightening of credit, dealer 
repossessions how a decline, in a few cas i 


IZ ible drop y 


Distributors also report sticky credit, with soi 
usually prompt paying dealers now 30 to 60 day 
late 

Unbalanced inventories are a problem and on 
distributor plans to utilize the Christmas sellin 
eason to balance thi ituation. Just what thi 


] 
ll mean to busine next ir remains to be 


IALNIGIS 2) | 
ae 


~ 


|GRAND OPENING! 
Central Appuianes! <: 
rHe PRESIDENT wii 


BE HERE AT 2:00 Pm| - 


FRIDAY 





















yu aq 
DON'T YOU THINK WE SHOULD MENTION THAT 
HE'S THE PRESIDENT OF THE WEST SIDE 
DEALER'S ASSOCIATION’? 
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Sales continue to improve . . . Volume 
paced by laundry, hi-fi and TV... 
Dealers credit promotions with most 


gains 


PPARENTLY business is starting to pick 
Aw in the Great Lakes area, Dealers report 
sales for October continued on an upward 
trend, improving slightly ove thre 


pr vious 


I} sales and individual 


month. [lowever, special fa 
type promotions recently condu ted by dealers 
and distributors can account for much of the in 
creased volume. A number of dealers in this area 
ie expressing optimism over the approaching 
Christmas season by beginning their holiday pro 
motions with effective window displa before 
the traditional ‘Thanksgiving dat Now that the 
market is leveling off, dealers feel confident that 
consumer buying of appliances will resume a 


normal pattern 


lop sellers presently are: first, laundry equip 
ment; second, hi-fi sets and third, television, 
mostly the console model type. Even dealers 
using very littl promotion il emphasis are finding 
these items moving well 

\ downtown Cincinnati dealer says October 
was about ten percent ahead of September and 
this upswing in business has continued well into 
November. He noted a great increase in laundry 
nid portable TV sets 


ind radio sales have been ver ‘low and dis 


equipm nt and range Ihe 


ippomnting 
October, a Cleveland dealet reported was a 
cry prosperous month for him in. refrigeration 
clectnic ranges and laundry equipment “I believe 
the appliance business is reversing itself”, he said, 
normally we expect a pickup in retngeration 
ummer and an increase in television 
it the end of the day-light-saving peniod Well 


this year it was vice versa. At the beginning of 


1) carl 


ummer we did a tremendou olume on ‘T'\ 
both portables and consoles, and a lousy one on 
refrigeration. Came the end of day-light-saving 
boomed and ‘TV. sales tapered 
oft What is more confusing, range a dead 
issue we thought, are edging their'way out of the 
Apparent! eryone thought of bi 
ing a new range at the we tine 


October and mi 


refrigerator sale 


doldrum 
ber itise 
old more ranges during 
November than we did the whole year’ 

A Cleveland distributor said that a large p 


* their refrigeration busine done during th 
time of the year, mainly because custome 
Chasing major appliance f (Christma 

vish to make down pay if ihhead 

Ibis distributor notes that the wringer t 


ing machine is back in circulation and 
to move from showroom floor he 
price he said, th ippliance } 


} ; 
chased b oung marred oOup vi 


Continued on page 
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MATCHED TV 
FROM GENERAL 


for that smart, efficient, 


Exclusive with General Electric tube dealers! 


Your prestige with customers 
will rise sharply. 


Same modern two-tone styling 
for all your equipment. 


Everything conveniently at 
hand for television repairs. 


Expertly organized to save 
your working time. 


Be first with the newest in 


home-service equipment! 
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professional look 


(aad 


po 


SERVICE TOOL CASE. 16” by 8” 
by 6 3/16". Weighs 5 1/2 Ibs. 


without contents. 


SPECIAL “160”, 


These new matched service cases are a G-E 
“first”. You can get them nowhere else. They 
are built just as strongly as their smart appear- 
ance indicates . with rugged construction, 
heavy-duty hardware, craftsmanship in every de- 
tail. And planned by service experts! You carry 
with you—compactly —everything you need for 
home service calls. 

The cases are fully matched in design and in 


their attractive orange-and-gray colors. The 


GENERAL 





SERVICE CASES 


tubes. 17 7/8" by 8 3/8” by 11 
7/16". 8 Ibs. without contents, 


Progress /s Our Most Important Product 









Holds over 160 SERVICE MASTER ‘240’. Holds 


over 240 tubes. 22 1/8" by 99/16" 
by 12 3/4.9 1/2 Ibs. when empty. 


leatherette-type finish is scuff-resistant for plenty 
of hard wear. You will be proud to carry these 
handsome cases into the finest home, Their 
smart, up-to-the-minute appearance stands for 


the quality television service you offer, 


Waiting for you... now... is your set, of 


matched service cases. Your General Electric 
tube distributor wili tell you how to obtain them, 
Phone him! Distributor Sales, Electronic Compo- 


nents Division, General Electric Co., Owensboro, Ky. 
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REGION BY 
REGION 
tr Wo ' ut nat if 
ied = traditionalist , firm! 
vringver-tyt machine doa hetter 
than an miati 


A half-hour weekly TY 


ATA t ¢ i i i 
re i ; ti / 

I\ iT i ! \ 
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thi iT } Zcnith 
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A six hour sale of appliances ane 


ecentl | ad to YT, eT il ( 
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de ' {Vip I 
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inipe ii t and 
frigerat it | 
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percent over las 


deals off | by thi tore L hie 
promoti ! vii ly m fou OLSct 
olved af rye vith the purch 
tie ran v thr ( price bi 
tomer wa ible to take his cho 
known brand Within the th 
vere sold 


sales haev shown 


Appliance 


versal in Detroit ng the past 
ppt , OF most i mis te 
1) ura | letinut é 
iromedt most outlets feel the 
been caused by 


by extended credit 
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business has been upped 30 to 40 


year due to weekly promotion 


ir most r rit 
utive wee in 
ise of any el 

cket. ‘The cus 


from five well 


ha 150 ran 
Surprising re 

nonth, and the 
ha iil hi 

) i th i 


situation has 


mcreasing tune mployin nt, and 
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ped J percent Db 
thi ‘hi No CInUDCTI 14 
According to Crowley dryers 


are the only items people continue to demand. 


October 14 


clow normal 
washers and 
sales have maintained a level on these appliance 
Dut have dropped noticeably on range retrige 
ifor water he iter and other 
I'he J | Hudson ( ompany 


ix percent dro 


three store re 
! nc { wit! le } 
p (incius! Nn il d 
thre whntown store off 4 NEeTCe 
I} ynith 

At Hudson 11S0 iutomati 


ment | CTO’ 


laundr cquip 


quite Vel ind the big losse have 
ywded in range and refrigerator sale 
Small retail dealers appear to be facing the 
same difhiculties. Happy Hom 


" 
ipplian report 


i hown percent trom last month, and 
from the ime peri x] last year. Again, television 
mad hiaefi cquipim it are moving normall vhiile 
rany nd ct rat I Hdlth Te pon ipDk rol 


THE 
FAR 
WEST 


By Howard J. Emerson ee - 


Color TV sells slowly but steadily at a 
rate as high as one for every nine b&w 
sets .. . Taped colorcasts may speed 


acceptance in ‘58 


r HRORE TICALLY, dealers are 
i thie pe iP Cayo ot I'\ ile 


right now 
ind with 


ts and r programming furthe 
iced than « i l the nakin out 
ile ind fit 
Consensus from the Far West metropolitan 
nt ndicates th color ‘TV is selling every 
where, but t at a pa that please nost of 
the ce Lloweve r I'\ elling better 
than an ) er would be ! m hearing the 
i | tall f either deal thre publi 


Phe Los Angeles area has the highest satura 


tion of color ‘T'V, numerically as well as pet 
cntagewise 1 the Far W t lor on f the 
. Wn merchant n that market area 
i | A ld f cvcl U Diach ind 
iit ct 1 Septem But n Octob ! 
| l ct it i } 
we ta ] i ) nit | nt iL 

1 ( | px if nb&y ct i] 
\ high m 1V-hi-t ical n wealth 
8 ly Th t ( yw sets are selling but 
iot nearly well en h. We manage to move 
1 wee) but hould be selling three a 

‘ t t proftal le 


In Seattle, one of the largest department stores 


is moving 5-6 color sets a month without speci 


ial 
, 
mot i 1 ratn t to Il 
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But like 


here at the 
of the microwave, one state We have 


color TV’ 


in two vear 


many other dealer tail end 
three 
on the floor, but we’ve sold only 20 
It took five demonstrations to sell 

moved this fall. I don’t think 


the one we've 


we or any of the other dealers here are ready 
yet to do anything with color.” 
Color TV sales are better for many dealers 


in the San Francisco-Oakland area this fall, re- 


, 
port how. But there are 


till many using color 


is a come-on for b & w. One neighborhood dealer 


puts it we want everyone around here to 
know that we have color TV just like the big 
tor They can see it here They can buy it 
here Usually the look, then iv ‘that’s nice’ 


ind decide to wait Then we sell them a black 


ind white set O in a sense VC re making money 
fr th olor I'\ 

I i la F¢ ipp ill I'\ if iit fore lor 
['V sales ar up 50 percent this year over 19 5¢ 
but the ratio is one color set t t) D&w sets, 
i the manager kor a downtown music-T'\ 
dealer, color sales are up 580 percent this vear 
reaching one for every black and white set 

his average price is $600 vith 30 percent 


gro But, says the manager; “I don’t like to 
ell color set people are too critical to it 
isfy their egos the it there and pick th 


picture 


ipart—‘the colors aren’t true’ 


In San Diego, dealers report some increase in 
color ‘'T'V set sales since fall programming came 
ince the World Series. On 


uburban dealer reports selling one color 


in, and particularly 


every 20 black and white, with an average tag of 
5795 and a better percentage gross than on b & w 


dealer is selling one color set 


10 black 
ge price at $595. The manager points out that 
ie is clearing an extra $50 to $150 on each 
color ‘TV set sale 
for black and white 
In Salt Lake City, the ‘I'V manager of a large 
“Color ‘T'V is selling ver 
well compared with 1956 and we 
idded network programming in 
color He is selling one color set for every 10-12 
black and white set 
This Salt Lake City dealer j quoted here be 
20 Far West dealers 
interviewed Va happ with the 
Last year the oming of the re 
| heralded b the 


the rainbow-hued dawn of 


One downtown 


for every ind white sal with his aver 


compared to what he gets 


de partie nt store say 


attribute this 
in part to the 


iuse he, alone of more than 
programming 
orded ‘TV color 
rogram Wa industry here a 
a profitable era for 


y 1 
everyone in I'\ customers could view and deal 


ould demonstrate in the evening hours the 


pro im pr lu ed three lI CaTiicl for the 
New York market 
It just hasn’t worked out, the dealer report 
Sure, there lor, and the ire more program 
but i 1 Li \n lealet The kine ped 
he il | thie i ind white mov«K 


made in the « 


The future? 
ind delayed iewed by the pre 
n Burbank on Nov. 4. Reported a San Fran 

» TV columnist the brilliant hues of 
i ‘live’ col Wm NB¢ Sarnott to 
press that all NBC color shows for the Far West 
vould use magnetic tape be 
f daylight sav 


continental taped 


’ 
olorcast wa pre 


1) 4] 
O1OT prog 


ninning with the start 


ing time in 


April 1’) » 


thi olumn stated last ir, “Next irs the 
Lhe prophe ust delaye 
I I 
(Conti ued on page 2) ) 
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Theres nothing so powertul as an idea | 


1o-it rt of ide : 
cern familie who are eager 5h / 
to live better. Maybe it SH 
e i 
\- 


leriul dinner party menu 
vith recipes clipped from BH&G 
1 | ‘ Or how to make root 


new Hi-Fi set. Or trainin 


bee the pup I out 
} road. Or planni fami 
} ( r re | ur 
BH&G’s readers real live | 
! ! ' home ¢ Ire 
I hook l 


SaYevor\ 


WN 


Better Homes & G 


} | 
idea Mapacti 
The ide in Better 
Caarden re the 


to bu 


BHAG unique 
major medi 
place for 
them ware 


Moin 


li rip and fon 


vishin Ih 


publi her of 


Mother and Dad 






Hon A 
md that { 
the kid 
{ Pot just 
[ i Ke 
thie 
lerful 
ers { ho 
Lith of De 
h 
/ 


/o ot America reads BHaG the family idea magazine 


4,350,000 COPIES 








Automatic 
Lint Filter! 


Choice of Wash and 
Rinse Temperatures! 


2 a 
TEMPERATURE 
rinse 

c 


ro 


30 
Veo [=== 





yee [== 





2 Wash and Spin 
Speeds! 


“Suds-Back” Suds 
and Water Saver! 


Pb Mx 
Sheet 


— > a 


Vag | 





Veg | 


and—-only new 1958 a 


has the Magic Minute! 


60 seconds of automatic pre-scrubbing in double-rich suds 








YOU GET THESE GREAT KELVINATOR FEATURES, TOO! 


® No gears to get 
out of order 


@ True Overflow Rinsing 
in clear water 


@ Exclusive Three-Way 
Agitation 


@ Full 9 Ib. load 


one for regular and 
one for light wash 


to cut grease and grime before the regular washing begins! 











@ 2 separate automatic cycles, 


The Nagi Noite end crubbing those bosacdly 
oiled spots by hand. It automatically pre-serub 
clothe for 60 second with the full amount of ce 
tervent in only a small amount of water. 
ye double-rich udsing cut grease and grime, 
looser ! moa oth hit | 

] | 

; potl ly cl thre eat Cy 
that foll It mi} in) hes hie 





To keep vour clothe Iree Of TUZzs yt 
WKelvinator brand-new Rilter Fountam’” filte 
the wash water over and over a 

Kelvinator Way Avitat 

the cleanest clean you evel iw! 


Save hot water, save suds, save electricity, 
save clothes with 


Ket vunator 


of American Motors Corp., Detroit 32, Mich 


American Motors Means Live Bette 


A More for Americans hud Electrically 

















Ask Lawrence R. Watson, He'll Tell You: 


“KELVINATOR’S ‘MAGIC MINUTE’ IS THE 
GREATEST DEMONSTRATION FEATURE 
wc triactste IN THE LAUNDRY BUSINESS TODAY!” 


in national magazines points out Law 
rence R. Watson, Owner of Watson's Ap 
pliances and TV Co., Saint Paul 5, Minn 






“ror ™ Macc Carpet to work-free washdays 
NEW '58 







Maow Carpet Carry ” 
iw 5 
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AUTOMATIC WASHERS aint 
nst . foe THE WoaiD’s 
pre i ' 40) COMPUTE Hom \agnnny 
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There ot an automat asher feature in the busine Id trade for Above, Gordon Watson fore manager, demonstrate the Nag 
Kel ilar \l pri \l ritite ol pore crubbin ay \Ii Lawrence \l ritite ae | tisihipy thre pred il C are crip around hhiel Ihel i 
R. Watso | mil background of 7 cul re thee appl ance busine ilo MNavi ( arpet ¢ arnival promotions bornsdt. UY econ court of thee 
I! e feature that not only ea to demonstrate, but that really usher clean after only a five-minute cold) water ishi nied rinpse 
the floor \lready Wel nator ‘ her sale from ih oe ee ee prospect = ‘iantiniieais 
7 dis ims up Mr. Watson 
ril 





HELPING HAND FROM KELVINATOR District WALL CHART SHOWS CUSTOMERS w«// tl CUSTOMER INSPECTS DIRTY RUG befor 
Manager, Stan Jacl t in placing « deluxe features Kelvinator offe1 make Mr. Watson puts it into the ‘58 Ket 
the Wat tore ready for t easier for you to step up low-end shopper isher. He sa Kelvinator help 


iw it \] c ( roet © ay Dror tity init tortp-a (| toiuiver ! miatistiipy bach lo sel 
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ONLY WHAT’S BEST FOR OUR DEALERS 1s Goop FoR MA Cana saat eaasr 











YOU'LL HAVE A 





NOW! 


Fat 
pr { tie j 
year with WAST 
KING the 
only complete 
line A ga b 
poser to fit 
every budget 


, WANT & 


waste king 


lwanta 


&> 
"Waste 


*king 


CHRISTMAS 





with ths FABULOUS WASTE KING 
CHRISTMAS PROMOTION 


A garbage disposer | 
that make 
work for YOu 


a 


materials plu: 


one of the few moderately pri ed item 
such a wonderful Christmas gift. And here 
to help you put more disposers under the tre 
All in one package —the: 


i list of 


with your own merchandising experience to come up 
that will really 


HUSH 


start your customer: 


, talking 


iS a promotion ready to gi 


idea: 


you can combine 
to 


you Carry 


with display 


ind buying! And it's « 


AE 


y 


-e and under the 


ir) 
it 


sink 


your 


just 


GET YOUR PROMOTION PACKAGE TODAY! CALL YOUR WASTE KING DISTRIBUTOR 


s 


= 


- { 





UPER HUSH 


fying 


h 
Mag 
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IMPERIAL HUSH 


IMPERIAL 
HUSH 


re 


) 


to 


PULVERAT 






































a couple of 


REGION BY he 
REGION 
CANADA By M. L. Schwartz 
it's almost like Christmas . . . Easing of ‘ 
government home loans helps boost 
appliance sales 


BY 














Ngee IPATED good business in major ap 
i 1 I'V’s during October and earl) 


pliance i] 














November arrived a predicted. Some big dealer Today the merchandising 
reported gains of 20% dollarwise in the past spotlight is on PACKAGING! 
month over last year, though most smaller deal Here are two important 
ers claimed only 5% to 7% boosts CORNISH improvements ° 
Our sales in October and November hit sl 
jackpot id one big Montreal dealer, add 
ig that his best sellers were washers and dryer: 
7 nt lealer claimed hi ile ver excel 
nt md iS mpressed by the movement in 
MayOr vith more ish deals than we've seen 
nonth Several dealers in eastern Canada 
I 17CC harp ( Mh 1\ ile maints ” 
va 
tributed to the \ t to Ottawa of Queen liza at 
th. HH er, th udden better interest in 
1\ Miuing I dea nfirmed 
\\ ) | i to 
I l | iste Tit 
pla ds t Onl using 1 
} | id i } ' | / j 
issih id ha i ! larp th 
! l uf most deal ' 
Dealers report a spurt in major appliance sales CORNISH Portable Service Cords, in popular sizes, now packed 
duc . the nage government's easing of hous four 250-ft. spools in individual containers, all in a compact carton 
gy loans purt 3 ot eral and rr ; ; : ; 
«sci die lide aia Mau acs aca that makes identification easier. Individual containers suitable 
latest official count, the government's plan to for reshipping — eliminating expensive, time-consuming repack- 
rage low-cost housing for lower-income bo ing. Speeds shipping, receiving, over-the-counter ACTION! 
vers through a pe ial $150,000,000 fund ha 
yroduced excellent results in Ontario, Quebe — 
ind the praine province But British Columbia 
ind Atlant province vere not t taking full 
intage of loan Loan ipp! ed and in pro 
fa p ide a potential Mf sor UU 
Officials in Ottawa say many local offices of the 
nt a I ( entral Mortga ind Hou 
( if Tt ire he ng Vamped vith ip 
ns | uch home-building loans, and of No more tightly hanked cord sets. Now wound and labeled 
this means more Canadians will be in the to minimize tension and effect complete relaxation of the 
market for appliances in the months ahead, insulation. Uncoils without kinking. Free from ozone attack. 
lint of the type o ustome! n the market 
ae eee ae . i a eg ara Sold Only Through Accredited Jobbers 
ic: cies 6 tele eee Have You Our Latest Catalog? 
Ih iverage income of borrowers build — _ SS 
National Housing Act homes in “MADE BY ENGINEERS FOR Se etae8 eg” 
(Canada in first half of 1957 Va $5 745 but the ® ° ® 
pe ial loans now being made ire for (¢ inadian ‘ ' : 
carning below this income. Obviously, they’re un 0 O 
t handle ( alled luxury line end 
" 7 : | Creators and Manufacturers of 
ORDS A ORD e) 0 AR AND D 
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1958 Hotpoint 


= Automatic Washers are 


Here are just three of the 
advanced features that put 
you years ahead of 
competition with Hotpoint 
Automatic Washers for 1958. 
There are many, many 
more Hotpoint quality and 
performance advantages 
that make the Difference 
that helps you sell. Get the 
complete story from your 
Hotpoint Distributor and 
join the Big Switch to That 
Hotpoint Difference. 


It’s Competition-Proof! 


Hot p ount 


Super Deluxe 
Two-Cycle Pushbutton 
\utomatic Washer 
MODEL LWW45 

with WONDERINSE 


) 


its 


UVE BETTER 


\\\\\\}) 
aw 
Mf {j{|ii\ 


qd “ 
fcrpaice 
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GUMPETITION-PROGE 


only with Hotpoint Can you 
offer all =) of these big 


SALES-CLINCHING FEATURES! 

















AUTOMATIC FOOL-PROOF LIFETIME 


injection of clothes conditioner coaxial transmission porcelain, inside and out 


injects liquid clothes 


fewer working part les on all models! Protects 
conditioner into final rinse friction. Operates smoothly and against rust, stains and corrosion 
automatically —for cleaner quietly during all phases of wash cleans with wipe of a cloth. The 
ofter, whiter washes' ing and spin drying finish the market prefers 24 to1! 





LOOK FOR THAT totpoint DIFFERENCE! 


( AON , Cuhlowens do | 


CJ 
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It will pay you to take a 








You will find it pays in more ways than one to take 
another look at Fasco, You'll see a complete line of 
ventilating fans all with smart, “no-rust’” aluminum 
grilles. You'll see ventilating fans that cut installation 
costs. the slimmest ventilating fan on the market 
and a host of other features in this value-packed 
line designed and priced to reduce your costs. 
So take a fresh look at all the fresh new Fasco fea- 
tures . they will convince you Fasco ventilating fans 
are your best buy today! 


FASCO INDUSTRIES, INCORPORATED 


126 Augusta Street . Rochester 2, New York 


There’s a fresh look at 


Fill IN COUPON BELOW 


*ASCO 


Please send me full information on the Ventilators and new power Range Hoods 





NAMI 


ADDRESS 


ciTy STATE 
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ECONOMIC CURRENTS 





Capital Spending Drop: 


What It Means to You? 


By the McGraw-Hill Dept. of Economics 


PPLIANCE manufacturers are now planning to spend 9% 
less next year on new producing facilities than they did 

in 1957. Business as a whole now plans to reduce capital e) 
penditures in 1958 by 7% compared with 1957 

his rate of spending would put over-all spending on new 
plants and equipment in 1958 at $36.1 billion. And although 
it is down from the peak year of 1957, the 1958 total is 20% 
more than actual spending in 1955 and only slightly I than 
the total for 1956 

These are the results of the latest McGraw-Hill survey of 
Business’ Plans for New Plants and Equipment. They indicate 
that appliance makers will not be spending as much as the 
have in recent years for new facilities 


OVER-CAPACITY. ‘The main reason for the decline in 
pending is the sharp increase in capacity—while production ha 
been levelling out. Thus apphance manufacturers are now al 
to produce all the items that consumers want and in some cast 
more than they Uw int i eviden ed - the inventor! ? ( 


earlier this year 


Lhere | yme evidence that ipital expenditu na ta 
lize in 1959. Only 23 of the re porting manutact i 
panies now plan a further reduction in spending in 1959 At 
this time last year, 32 planned to cut 1958 below 19 \ 
of all manufacturers reporting indicated they expect 
nd m in 1959 than in 19 
MORE RESEARCH On ft nost f t 
f the survey is that most ympan t ntain ! 
rease th expenditure m research ar nent e 
liture Ill 1958 
In manufacturing t of th portin ympanic 
pend about as much on research in 19 is in 1957. Onl 
plan to cut, and 4] plan to increase these expenditure 
'wo-thirds of the electrical equipment companies—which 
lude many appliance makers—are increasing research, while 
only 2 ire cutting back This would put total spending f 
research well above th koppin 7 yllion pl immed for thi 
year 


Upping research spending will mean a flood of new product 
to come in the years ahead And it will also result in more 
ipital spending. About one-third of the reporting companic 
plan to make substantial capital expenditures after 1959 as a 
result of their research program And this includes many of 
the larger ompani vho lend a heavy 


total 


ght to the spending 


IN THE LONG RUN. ‘The net result will be beneficial t 


ppliance deale: Armed with more new products to fulf 
onsumers desire they will be in a better position to meet 
ompetition for consumer spending on products in other area 
But what does a decline in capital spending mean in the 
hort run? Historically, a drop in capital spending has meant 


in even bigger drop in business activity for the economy as a 
whole. It has resulted in a downward spiral in busine But 
in the current situation there are other factors which will sus 
tain the economy at a high level—although not at the record 


making level of this year 
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MORE COMPETITION. | nean an in i 1 
‘ ' ' } t t i t ip] imc 
| litior reat fforts will be made by compa 

to cut their costs, With little likelihood that wages can be Make sure you have the New 
el ffort to install cost-cutting 







| icnt—t i manhour 
BETTER PRODUCTS. Cost-cutting equipment, combined 


thie inch for n 





) 
ducts and processes, will increase 


ict quality and lower labor costs. But they will also require 
ipita xpenditure ind large capital expenditure: where 
Vv processes are involved 
hus the outlook for « ipital pending in the present econ of 
ny is that in the short-term we will have a breathing spell 
1¢ pressure on those providing ¢ ipital goods and fund will 
trong as in 1957. But it will still be a pe riod of active 
ment by any past standards 
And in the long-run, after a relatively bref time, thi pr 
for large ile investment will start up again. The tech 
i] revolution which will be created by the huge increase in 
<penditures for research and development will ultimately in 
ise the demand for new facilities and the demand for fund 
purchase these good Thus, by the vear 1960 investment 
new plants and equipment vill probably be up again, and 


iding for another record . lend 


THE LOUDSPEAKER istic sister rutting ction en 


ently being expended. An_ ex- 


panded market will provide greatel 
lo the Editor lemand and a better opportunity 





| 1 the wg \¢ \ { cue for a reasonable profit 
KB ‘5 Wil \pphian r D\ he time ha rived - cme 
M | hn Deck in the October 


me to start a market-building cru 


ice tol the purpose if expanding 
> 


of ELecrrican Mer 





Phe futur whi h Mi the ile of electrical appliance 
1) De for th electri Certain| ve all look forward to 
th lectri ipphan ‘ Mr. Decker 1970. but if we enjoy 
fabulou the 1970 he predi ts it will only be Model 2075 Nie 
l thing that because we worked a gpreat deal 
nad that How HM hard mid a t i n iT 
th { If : nousiy in th iext thurt Cal 
in ition than we ha | thy ent Here are fans with all the glamour and sparkle of today’s 
t | tain that Perhap - in be the square, slim modern look. Smart decorator colors of 
f it deal difte Creat Vi hit, Fath to lead a mocha brown... off-white high impact resistant plastic 
1 , f eee ee nee Yon tem diffuser grille... gleaming gold instrument panel make 
: the deluxe fan a sure sales winner. All other models are 
“er ah , " u ence and equally as modern with the slim trim look, Just seven 
, iit as the abit Fasco models are all you need to give a complete selec- * 
xe Robert L. Coc tion to your customers. There's a fresh look all about 
" a ; Resident Sales Mer., Fasco—new line —new prices —new sales policies 
hes UNION ELECTRIC CO Send in the coupon for beautiful color catalog and 
( | { Sy Banks § Oe complete information 
iles promotional effort FASCO INDUSTRIES, INCORPORATED 
I ire that there is no indi 126 Augusta Street . Rochester 2, New York 
t th : 
' f t r 


There’s a fresh look at 


Sie 


FILL IN COUPON BELOW 


‘ASCO 


Please send me full information on the fresh new Fasco line of Fans 





Sr 





ak NAME 
‘ . ra } 
4) 
, , 4 | 
y 4 \} 
t I! [ a ae ADDRESS 
f 4 o 
i 
\\ | 
n nt J CITY STATE iw 
tl NOTE TOO, HOW SNUGLY IT 
t. \ FITS AGAINST THE WALI 
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21° LINE 


SUPER DELUXE MODEL B275AA 


*% 2% H. P. BRIGGS & STRATTON engine, extra 

\ large crown, lo-tone muffler, remote rewind 

\\ starter, remote Briggs & Stratton Choke-A-Matic 
Control, slip clutch. 


} & STOR-MOWER HANDLE 

LS % SUCTION WIND ACTION 
iii . % 22” STEEL HOUSING 
“newton. andrea 4 PHOSPHATIZED FINISH 


is mounted between the 
“ge ae 
we ; 
ROCK 
BOTTOM 


PRICING ... 
Full Margins 















handle grips per- 
mits fingertip operation 
of the engine 


Remote Rewind starter 
within easy reach, too! 


oa 


ov 
\\ 
4, \ 


= 








Deluxe Model B225AA 


] @ 2% H. P. BRIGGS & STRATTON en- 
gine, rewind starter, remote hand 
throttle located between the 

w handle grips, slip clutch. 
or 


STOR-MOWER HANDLE 
SUCTION WIND ACTION 
22” STEEL HOUSING 
PHOSPHATIZED FINISH 





GENERAL SPECIFICATIONS FOR BOTH 21” MODELS 













Wheels: 8”; all-steel rims © Tires: Semi-pneumatic ¢ Blade: 21” pitched steel, 
Cutting Height: 1%" to 32"; five settings; wheels stay on during height 
adjustment 

Color: Red and Green baked-on enamel over phosphate primer. 

Housing: 22” 14 gauge steel with built-in baffles; dual ports with covers. 







Trimming Edge: 2”. 











Net Weight: Model B275AA, 59 Ibs. 
Model B225AA, 57 Ibs. CORNER 


Shipping Weight: Model B275AA, 70 lbs. in single carton. 
Model B225AA, 68 Ibs. in single carton. 


THE ATLAS TOOL & MANUFACTURING CO. 


5147 Natural Bridge Blvd. Founded 1926 St. Louis 15, Mo. 
Manufacturers of Power Mowers... Barbecue Braziers. . 





. Window Fans 





QUALITY MANUFACTURING GUARANTEED—Aj/ Atios-Aire Mowers, 
Braziers, and Window Fans are exclusively designed and manu 
factured by Atias in its fully equipped Sf. Lovis factory. This 
complete in-factory production assures quality contro!, gucrantees 
A Better Product at a Lower Cost, and assures you of fast, prompt 


POWER MOWER LINE 


—~(~ 19” LINE 


. 


DELUXE MODEL BI75CA 


* 1% H.P. BRIGGS & STRATTON engine, rewind 
starter, shear pin clutch. 


*% STOR-MOWER HANDLE 
* SUCTION WIND ACTION 
*% 20” STEEL HOUSING 
% PHOSPHATIZED FINISH 


\ 


ROCK 
BOTTOM 
PRICING .. 
Fuil Margins 


Economy Model 2CA 
@ 2H. P. CLINTON ENGINE, rope starter, 
shear pin clutch. 


e@ STOR-MOWER HANDLE 
e SUCTION WIND ACTION 
e 20” STEEL HOUSING 

@ PHOSPHATIZED FINISH 


GENERAL SPECIFICATIONS FOR BOTH 19” MODELS 


Wheels: 6”; all-steel rims © Tires: Semi-pneumatic * Blade: 19” 
pitched steel. 


Cutting Height: Three settings; 1¥%,", 17%", 2%”. 
Fl Color: Red and Green baked-on enamel over phosphate primer. 
IN Housing: 20”; 16 gauge steel; single port with expanded metal cover 
; Trimming Edge VY," 
ANY de 


Net Weight: Model B175CA, 41 Ibs 
CORNER Model 2CA, 40 lbs. 


Shipping Weight: Model B175CA, 48 lbs. in single carton. 
Shipping Weight: Model 2CA, 47 lbs. in single carton. 


NEW TYPE FINISH—An example of Atias-Aire quality production 
s the new phosphatizing process applied to the metal parts of 
every Atlas product. This phosphote-primed finish coat creates a 
snappier looking product the phosphatized finish wears like 
an automotive finish 

very even in season 


weert vous hese 


Alas fine) 
Sane seiitas 


* ABSOLUTE COMPETITIVE 
an eee ee ee ee 


MAIL COUPON TODAY 


ATLAS TOOL & 
Manufacturing Co. 


5147 Natural Bridge © St. Louis 15, Mo 


Gentlemen: Please rush at no obliga 
tion to us your sales packages on the 


following products 


WINDOW FANS 
BARBECUE BRAZIERS 
POWER MOWERS 
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Win your place in the profit parade for 
58 where the leading manufacturers 
show their latest lines . . . in The 
Merchandise Mart! Here, during the 
International Home Furnishings 
Market, January 6-17, over 35 acres of 


Win, place and show 
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showrooms are located under one roof. 
Here, you combine convenience, com- 
fort and buying efficiency while you 
shop every top brand in the home 
furnishings field. It’s truly the show- 
place where you can only win! 


The Monchondlise Mont 


Free buses ¢ 42 elevators « Restaurants e Shops e Every service for your convenience 
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Stereos Future 


ls Almost Here 


ITH all the present activity and interest 
in high fidelity and records, it is well for a 
lealer to consider the next step in sound 
for the home—the step-up from hi-fi to stereo 
phonic hi-fi. Stereophonic sound for the home i 
the greatest advance in musi reproduction since 


the invention of the phonograph. We might con 


eivably be on the brink of an evolution in sound 
reproduction that could all but obsolete phono 
raph rds in a few yeal 

l'od ombination of hi-fi recordings and 
matcl mmponents or packaged hi-fi system 
Ol to be giving the ultimate in reprodu 
! it wa riginall played but no su h 
i tem, regardle of the qualit if thi 


f turntable or pickup frequen 


yy even the kind or num 





I in approach the realism possibl 


READY FOR ‘TOMORROW. All current 


bemg mad n tape ind most of 
t pnon l It l l ID I 
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‘ prot I ia the I ! nN 
1 new 1 OF st 
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ind eith nonau! t hon 
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t | ta i 
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ee hk see ee ee 


headphones so that each ear hears maternal on 
the separate tracks. When recording two micro 
phones are used, but are only about 8 inches 
ipart, approximately the distance between the 
Che required headphones make this kind 
of listening inconvenient 


Car’rs 


Stereophonic is a new version of binaural 
tape that adds depth and realism and presence 
to reproduce sound. Stereophonic sound 1s for 
both ear used to 


record two tracks on one 


[wo separate mikes ar 


eparate magnet 
tape, through two recording amplifiers and two 
recording heads. The microphones in this case 
htteen feet apart Lhe 


instruments of an orchestra 


ire placed twelve to 
that the 


for ex unple 


result 1 


prospective but 
from the left 


from. the 


ind tho i 
right, in 


on the right are heard 


tereophoni rep duction 


Hk DIFFERENCE IS BIG. Stereophon 


ound reproducti nis as different from hi-fidel 
it i i 1)-stereo photograph im full color 4 
different trom flat regular black and hit 
photograph. In effect, ordinary hi-fi no matte 
vell 1 rded produced 15 like Sin 
tt { hon i t 
" here the \ | ited b 
th und originat t ul y 
hott ind p hh t pal t ! 
I id tw pCa hich I to j 
! t tl ep hon | mbined 
ttect of the tv ; t pl 
ids not mere fy t eparate d t | 
ut from all direct i 
1 he pr ialt ip] ! dealer ha Tt i 
d tape recorders but seldom do in out 
taunding job mn prom ting them in volume 
In nan i thie nan lin thi Wiad 
hines does not kn " i about loadin 
nonstratin them ft mVvince a t 
| not alrea a 1 tereophon 
1 ' ? ( i ! Kn h t 
if thie t } ' th 1! ica 
ents f ) i trat 
HOW TO DEMONSTRATI In t 
th full nent I ter pi hil 
cement and a tical surroundiu ! 
quipme if pla im inp tant 
i Strat l purp th porta i 
I cular t pe vill cS i ty pula | i 
i a t of a tape ech 1 porta iS¢ 
itainin i t pe eco! cpl duce 
th nt ivie track recording of ta 
f id \M bhM 1'\ nd, oth 
ta j ‘ 
i 
'Por7 


those on the left are heard 


ire not only in their proper audio 


Mort 


- 





Farr, Upper Darby, Pa., appliance-TV dealer 


tereo 
usually has provisions fo 


The reproducer plays either single o1 
phon tape ind 
playing radio or ‘TV sound or records thru it 
amplifiers and speakers. In addition to thi 
there are two separate amplifiers and speaker 
enclosures. In many cases this amplifier and 
peaker are in a single cabinet to be hung on 
the wall bor 


peakers should be hung on the wall about 6 to 


demonstration purposes thes 
5 feet apart, about eye level and two or thire 
from the sides of the 
peaker enclosures may be placed on table-top 
or bookcases, et but for best results the 
hould be on the wall to get the proper ster 

ound effect 

If good equipment is installed in this mannes 


feet in room lL hese 


phon 

in propel urroundings and the nght people ar 
exposed to this kind of sound reproduction 
iles are mevitable, Sales are not 
quickly. As in hifi 

listen to what they like 
is possible to use pre recorded tape with sal 


ilways made 


customer will want ¢ 
to hear in music, but 


presentations and demonstrations of sound ef 


rect ind muss that ad erything but ash 
for the orde 

MARKET FOR TAPI Practical] 

mayor Hianutacturer how ell pr 

ded tap f all types of musi Thi pr 

I round SI1 f each tape mcd make 1 good 
repeat acce ry busin It will take a librar 
ft at least $ ) to really enjo 1 stere EL ti 
ound tem, not to mention the recordin 
tape tor your Customers to re ord them own 


music Or Conversation. Prerecorded tape nov 


play for about one hour, but in the foreseeable 
future we will have thin tape ind slower peed 
tape that ma ve us up to hours of un 
interrupted music on a ingle tape In addition 
ou can expect cartridge type tap that 
climinate the need for threading 

We can also ¢ Kpect stereophon. und tron 
yur radio utilizing these dual ten in 
vith broad isting of two inal by two station 

ked up by two microphone t the iW 
time and broadcast simultancou (ive ul 
be AM and the other KM. ¢ ming of Course 

thi nev an note ideo tape viii 
record both wind and picture for tel 
an il be wm I next ir ob DY ic fin 
tations and ntually for home use mablin 
us to record our favorite ‘TV hov ni tape 
nd then cithes preserving them 
them and reusing the tape 

Ste phon ound is a multianills T 
narket It 3 mn 1 que fion of 
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New Eureka Dirt-Trap | | 


.»-WITH SENSATIONAL 1-MINUTE ( 






blgth 


 “Fun-Test” on 
anybody’s 
coat, 
hat— 
or the 


bare 


floor 


one ; 
wh: 













— mm at a 


Insert lower part of Dirt-Trap into top of 
Eureka. Turn on motor and let prospect 
feel powerful suction with hand. 





er 





SHOW DIRT! EXCITE INTEREST 
with amusing, entirely new and 
different kind of store demonstration 


Eureka Store Display 
with Dirt-Trap 


Excites Store 


Customer Interest 


The sensational new Eureka Dirt-Trap excites immediate 
curiosity. Store customers inquire, “WHAT’S THAT?” 


It is this curiosity that quickly permits a salesperson to ex- 
plain and demonstrate the powerful cleaning action of the 
Eureka with the sensational new Eureka Dirt-Trap. It catches 


dirt! It shows dirt! 


It’s unbelievable, amusing and exciting to see the amount of 
dirt removed from a man’s coat, hat, or the bare floor with 


the floor brush. 





In homes, on upholstery, mattresses and hard surfaces, the 


Place Eureka on top of beauti Dirt-Trap demonstration is a sure-fire salesmaker. 
ful new Eureka Hassock Chest 
Attracts attention—makes it When dealers sell with exciting demonstration they sell better 
asy t ‘xplain and demor : , P ; = 
pers. Ae Me, acces ing caaaaaae cleaners, at higher prices and with more profit. The new 
strate cleaning power 

Eureka Dirt-Trap store demonstration makes this possible. 





EU R E K A witttA M § Cc 
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Makes Store Sales Easy! 


CLEANING POWER TEST! 





Stop motor. Lay special filter paper over Upper part of Dirt-Trap is then pressed Insert hose into top of Dirt-Trap. Turn on 
the lower part of Dirt-Trap locked in top down over the smaller lower part. This motor. Use cleaning tools. Dirt from coat, 
of Eureka Model 860 or 960. locks filter paper in tight, spread position. hat or bare floor deposits on filter paper. 








EXCLUSIVE! New Eureka Dirt-Trap 


Special Offer! ; fits Eureka Cleaners only! 
TO EUREKA DEALERS 





Y - 


ee 





Get this terrific new clear plastic 
Eureka Dirt-Trap demonstrator kit 
with 100 filter papers now. Yours for 
only $2.50! 





New EUREKA Special Roto-Motic New EUREKA Golden Crown Super Roto-Matic 
Complete with new 7-pe. set Complete with new &-px« set 
of deluxe Attach-O-Mati $ 5 of deluxe cleaning tool $ 95 
Clip-On cleaning tools —- Model 960 ou=ame 
Model 860 
S COR PORATION © Bloomington, Illinois 


In Canada: ONWARD MANUFACTURING CO., LTD., Kitchener, Ontario 
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A MESSAGE TO AMERICAN 


BASIC RESEARCH . . . 


INDUSTRY 


© ONE OF A SPECIAL SERIES 


a 


More Practical Than You Think 


This editorial, one of a special series on the im- 
portance of research to the American economy, 
deals with an aspect of our research program 
that may have serious consequences in future 
years the lag in basic research. 


An earlier editorial in th erties noted lhe keer 


interest of [ bytisnnne hint in scientific research 
points the iy | tome kind of prosperity tor our 
ol ip perity based on deliberate creative 
‘ \ resultoltl lramatic increase in industs 
earch penditure more ne product will be 
roduced 4 thi eat 19 1960 than mm ar pre 
lour-year period 


\ stead treat tnew product ind ney processe 
eans better values for consumers and lower costs for 
And thus it promises to sustain a high level 
il pore erity that defies the old laws of boom 
ind bust, Bat, as we look further ahead, there is 
a danger that the stream of research discoveries 
may run dry because of our neglect of basic 


research 


Thi adanevet i deseribed Jol la Hl pRIT 
li inder and ehasi i f the General Dys i 
( | itt tal ther it lulionar le 
ent ou America of pure l ipplied clence 
there | me a day when there ts no use in tradi 
i r old car; because the new one is no better, The 
1 lifference between this year television set and 
next year will be the appearance of the cabinet! 
Screntil progr ill be replaced by scientifie sta 
athe 


What Basic Research Is 


asic (or pure research has been characterized 

is the pursuil f knowledge for its ow ake rather 
thar fulfill me practical objective It is generall 
d ti un ¢ ironment which all the 1 


vestigator the freedom to follow the lead of his 
curiosity. The scientist in basic research, in the words 
of Glenn T. Seaborg of the University of California, 
is not concerned with “utilitarian goals. but a search 
for deeper understanding of the universe and the liy 


it and inorgani phenomena within it 


impractical as basic research may seem in its 
initial purpose, it is an essential prerequisite 
to applied research and product development. 
\ few ex iumnple will show how some of the greatest 
technical advances of recent years have come from 
basic research projects that had no immediate prac 
tical objective 

@® Radar an important military development 
of World War IL with broadening 


cutee Wil the 


commercial ippli 
outgrowth of a basic research 


project whose purpose was to obtain information 
atocout thre he ht of the ionosphere thre layer ol ilr 


that Ive ome 25 miles above the earth’s surface 


@ Transistors — the miniature devices which are 
ilready vital components of hearing aids por ke 
radi wid a wide variety of industrial equipment 

were invented at Bell Laboratories (research sub 
sidiary of the American Tele raph and lelephone 
Company) following university investigations into the 


electrical behavior of solids 


@ Neoprene a synthetic rubber was devel 
oped by duPont with the help of basic information 
provided by Father Nieuwland of Notre Dame, who 
discovered he could control the polymerization (the 
linking together of molecules) of a certain class of 


organi compounds 


@ Nylon — the first of the 
fibers that have revolutionized the textile industry 


Wallace 


mecellulosic synthetic 


yrew out of fundamental research by Dr 


Carothers on long-chain polymers 
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Only 8% of All Research and Development 
in the U. S. is Devoted to Basic Research 


$3,870 
million 
‘ $970 
Applied million 
Research j 
and 
Develop- 
ment ; 
i | 
: ! $460 
; million 
i 
’ 
i 4 
ae Cl $70 
Sasic 4 million 
Research amg | 
Conducted by Industry Federa Colleges & Other 
Government Universities Institutions 
ta: National Seience - Jat r is f 
Bosie Research in the United State 753 


Industry’s Stake in Basic Research 


Industry traditionally has relied upon colleges and 


universities and other nonprofit institutions for basi 


research; and the | S. has long benefited from the 


greater emphasis placed on basic research in Europe 
It is conventional to think that business cannot, and 
should not, do much about “ivory tower” projects 
which do not have immediate practical application 

However, there is not so much in this idea as is 
supposed Lhe examples above illustrate what Caryl 
Haskins president of the Carnegie Institution has 
called “the widespread paradox that the most impor 
lant practi il cor sequences are commonly the least 
sought after.” Furthermore, it is certain that, without 
adequate basic research, industry’s efforts to produce 
new and better products will become progressively 
more difficult. And our national defense, in an age of 
breathtaking military applic ations of science, will be 
come increasingly precarious 

In the past, our economic growth came largely 
through expansion into new lands or through dis 
covery and development of rich deposits of natural 
resources, Such opportunities are re latively limited to- 
day. The great opportunities now lie in discovering 
new materials and new properties of the materials we 
ilready have. This is the job of basic research, 
and industry has a vital stake in it. 

The chart indicates the tir share of research efforts 
in the U.S. that is devoted to basic research. Only 
1° of all research by industry, and only 8% 


of all research in the U.S., during the year 1953 


(the latest for which information is available) rep- 
resented fundamental research to add to over- 
all scientific knowledge. Even in colleges and 
universities less than half the research performed is 
basic research, At least one Nobel Prize winner has 
expressed the belief that we need and should work 
toward a doubling of the proportion of our total 
research effort that is devoted to basic research as 


SOOT) as possible, 


What Business Can Do 


Without anything like a staggering increase in the 
total cost of its research programs, industry could do 
much to expand our basic research effort, Companies 
with big research programs should, as a matter of su 
cessful survival, be devoting a share of the effort in 
their own laboratories to basic research, Significantly 
companies that are already doing a notable job of 
basi researe h have also made an outstanding record 
of translating such research into new products for in 
dustry and the consumer 

Smaller companies may rightly regard the conduct 
of research projects with uncertain prospects of re 
ward as a luxury Sore basi research indeed neve 
results in any tangible payoll But, with modest con 
tributions, small companies can still have a part in the 
idvance of basic research. They can join together with 
other companies on cooperative projects, They can 
support basic research through trade association 
and technical societies They can he Ip research 
centers in universities and other nonproht Hostitution 
Arrangements are available in some instances whereby 
business firms can pay a fee to have access to work 
done by university researchet 

One way or another, it is up to private busi- 
ness firms to see that basic research moves 
forward. By doing so they will be laying the 
groundwork for the development of the ne» 
products and technology on which their growth, 


and the growth of the economy, depend. 





This message is one of a series prepared hy the 
VcGraw-Hill Department of Economics to help 
increase public knou li dee and unde rstanding 
of important nation-wide developments, Per 
mission ts freely extended to neu spapers 
groups o1 individuals to quote or reprint all 


or parts of the text, 


Acuata ly MMe a sitll 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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Music 


Kight bars of “I’m dreaming of a White 
Christmas’. Fade to voice of George.) 


George: Sure. More than in any other newspaper in 


the world—because people prefer the 
Tribune. 58°; of them named it most useful 
when buying an appliance, compared to 18°, 
15°) and 8°; for other Chicago papers. And 
how many could you ever hope to reach 
with quartets? 


Let's see about 70 homes a day LOO 
quartets...why, we'll be singing under 50,000 
windows a week! More, if we hit a string of 
ipartment buildings! 


George: 


Andy: 


George: 
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Andy! What are you doing in that Santa 
costume? 


Gotta great new idea, George, for promoting 
my new Handy Appliance line in Chicago- 
land. It’s fulla the old sock! Hit it, boys. 


But the Tribune reaches more than 940,000 
families daily —more than 1,300,000 on Sun- 
day! That's hundreds of thousands more 
than other Chicago newspapers! 


Gosh, I'd still be singing Christmas carols 
at Easter! Do you really think I'd be better 
off concentrating in the Trib? 


Yes, because it’s the only medium with the 
sales power you need. You'll reach more 
families, sell more appliances and make more 
money. 








Chorus: Start scheming for a brand new Handy 
They really are the best, you know 
Any Handy is a honey 
And you get more for your money 
So ask, ask, ask your husband for the dough. 


Andy: And I’ve got a 100 quartets like these yule 
tide yodelers to sing under every housewife’s 
window in Chicagoland! Terrific, huh? 





Andy: ‘Those last words did it, Georgie boy! I'm off! 
George: Where? 


Andy: To call in my quartets—and call up my 
agency, my ad manager and my Tribune 
representative. 
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George: Andy, Andy. That’s not the way to sell ap- 
pliances in the big Chicago market. For 
what you’re paying these off-key Kris 
Kringles, you could make a big splash in the 
Chicago Tribune. 


I already thought of that, George. But 
there’s so much appliance manufacturer ad 
vertising in the ‘Trib 


Do you need more 
sales power inthe * 


competitive Chicago 


market ? Call any ~ N 


of the following. C 2S) 
Ie 


4 


Chicege New York City 
4 RC 


., Tower E. P. Struheacker 
1 Tower 220 EB. 42nd St, 
Sie irene MUrray Hill 2-3033 
Sen Francisco Leos Angeles 
a es Ficopetrick Associa 
155 cutgomesy at, Wilshire Bivd 
GArfield 1-7946 DUnkirk 56-3667 


$ GROUP METRO SUNDAY MAGAZINE NETWORK 
COMICS MAGAZINE NETWORK 


Chicago Tribune 


THE WORLD'S GREATEST WEWSPAPER 








They’ve learned from 
experience...Commercial 
Credit’s national know-how 
helps build sales and profits for 


dealers at the home town level. 


it is a great idea to have distributor to user 


financing through one dependable source. 


think the Life Insurance plan is excellent, as well” 


says R. K. VAN ZANDT, 
Van Zandt Supply Co., Huntington, W.Va. 


“Commercial Credit has heen extremely useful in 


helping dealers expand operations and become 

better businessmen, and do ereater volume ata 
profi 

says EDGAR LEGUM, 

Legum Distributing Co., Baltimore, Md. 


Write or call your local Commercial Credit office 
for complete information on COMMERCIAL CREDIT 
PLAN. Why not do it, today”? 


A service offered through subsidiaries 
of the Commercial Credit Company 
Baltimore Capital and Surplu 
over S200_000_000 otheces in 


principal cities of the United State 


and Canada 


















has made it possible for us as distributors to 
have our merchandise displayed and intelligent] 
merchandised by many dealers who otherwise 


would not have been able to do so 


says STANLEY GLASER, 
Sea Coast Appliance Distributors, Inc., Miami, Fla. 


8 ways better: Commercial Credit 
Plan offers you and your customers all these important 
advantages: 1, Wholesale Financing; 2, Modern Retail 
Financing; 3, Life Insurance Protection; 4, Property 
Insurance Protection; 5. Automatic Sales Follow-up; 
6. Tested Credit & Collection Service; 7, Builds Cus- 
tomer Good Will; 8. Nationwide Facilities 


Commercial Credit serves successful dealers 
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The best way to run a business, say 
Del Ray Appliance partners Rick Lin 
neweh and Ed Skarr, is the proven 


REFRIGERATORS 
“BY THE BOOK” 


The “‘book’”’ says to sell product over price, call back after 
the sale, use service as a sales tool, promote constantly, 
and make money on trade-ins. Two ex-distributor salesmen, 
Rick Linneweh and Ed Skarr, used to preach it. Now, as 
owners of their own store in Sunnvale, Calif., they do it — 


and refrigerator sales are up 20% over ’56. 


By HOWARD J. EMERSON 














THEY SELL REFRIGERATORS “BY THE BOOK”’ 


PRIGHERATION it ¢ t i f Del Re ICC with in lowa, then for Kelvinator in northern Cali 
ke come by thes f t not in th cf tion 1 woman's secret—it has been fornia. With only short stints selling at r 


hy a | like and t thousand time It is simply that Skart tail for other dealers, they joined to buy Del 
lot at profits the | yocket i mewelh ar elling refrigeration accord Re Appliance 

But f eratio pine t wv to the manua issued by manufacturer Now ther ire practicing what they 
ite of percent ) t} 7 ( ) to the procedures pre iched b prea hed, and refrigeration sales are increasing 
cording to the recore f |) Ie App th etter-trained distributor salesmen teadily in their lines of Gibson, Kelvinator 
inces, Sunn e, Calif. Ref tion Kd and Rick are selling “by the book RCA-Whirlpool and Westinghous Phe 
in be ide at an avera iit price of $369 And it figures. Until a couple of years ago re practicing their old preachings becaus 
tead of the area a ive of 1) either had been in the retail appliance busi experience showed them that only a balanced 
Ke partner bed Ska iL tick Linnewel | Both wer inryving the book pre iching program of mer handi ing could assure su 

and the store can make th frigeration the need for full utilization of all proven for medium and small dealership 
ile prohtab 1) ke Vpphance ho a} merchandising te hig ue it retail level. Both Llow Ed and Rick follow the book and whi 
t net profit for t first nonths of cre distributor salesmen—Ed Skarr for Ing t has produced results that lead to a 20 per 
1 ne that will t | t aair it of Chicago, then Kelvinator in the ent imcrease in refrigeration sale l een in 

thi ca QOakland-last Ba irea; Rick for Kelvinator the following “‘five page from the book 


THE BOOK SAYS: “Product story first - price last...”’ 


| | not just habit developed while the the prospect into thinking that any refng old on the refrigerator, just the price they 
listriibuto ilesmen that makes Lin itor can be had for $189 because he got were going to get for their old junker Mavbe 
1 and Ska ivoid questions about price ome dump they ll listen to ow product story, and we 
witil they have tned to f rospect a Del Rey's partners have made their 20 po can get them interested enough in a refrigera 
product stor nd demonstration 1 he ha ent increase im refrigeration sa in te of tor to make them want a model high enough 
these reason hea ompetition—a new multi-million dol on the line so we can meet the $150 offer and 
© The product story | »% the prospect lar Sear trong inde pendents im close to nake a decent profit If we succeed 10 pel 
mind off price until bh he hi begun to mulhon-dollar gro cla plus San Jose ent of the time, that’s nice busine 
cal the value in featur md construction branches of San Francisco department store e “A good product story means extra money 
Phe turthe ve get th pitch about e “You're always faced with whatever adver flor us even on our own customer 11 
the feat f the ref erat ind how thi tisement a competitor noun t night Skari because it sell up 1 think that the 
thi tt ’ t f per Linnewel \I tina thre product stos vith every cffort made to kee] 
ite ilue to the ] pect, and then ospects come im carrying th tisement from discussing prices until the last minute 
hen fulk pl thi t ti iid th n quest i th I i ul the maim reason our average retrigerator 
m to think that sl | fait at the sam nect thi Suppose it is a flat ft ile 6! ibout S100 more, at least, than 
i) tripped intment bh mode for any old retrigerat vlich th I i thre crage im the part of the Santa Clara 
= partinent st ert nent do beca he bought a speci t Valle If the prospect can be kept listening 
e'We have to build dollar value it If we listen to the question Wel t featur vatching demonstration hear 
! ! t I | t t t rf tri it j t ibout use valu nd all that nght up to 
i iparat I] i chan it r sw th top of the lin then af she omes down 
tl) ‘ th) { ( { make a sale n which we fan d chanes ic do it knowin that he 4 giving up 
' { { ) r ny f losu mone S ‘ i rat und mething each st own she go You can 
t] ( vith tt if teature t IKC a wd deal if rt vant that kind of ul it not ning t is far down the 
t j if that t iw t j hy vould | vith it that produ t 
{ ! t t t! ra t st ! ! t (ona ( ctrl if ve net S20 ft 
’ t i in t th fect m \ th 7 than | } a 6U ile 
" tal | " nparable mpetite ha it hi i tl f th t ind mak 
| { t fH Vol t it f th nonstrations a | might—when 
' AI | t t ’ | 1} t t t i t} 
FEATURES can be demonstrated to build prospect's appreciation of the new GOOD WILL is built by Del Rey partners through regular callbacks on refrig 
refrigerators, make them more likely to accept higher priced models, says erator customers who are surprised, pleased at attention, sometimes have 


Del Rey partner Rick Linneweh questions on proper use of features 




















THE BOOK SAYS: “‘Make call backs...resell customers...”’ 


Ny t t n Skar ind Lianne As often in icdule the tin the down payment wed fo ! tt 
L trequent gested their deal ivs Skar one of us takes a Tuesday « unt the bank complained. You see—th 
i few weeks aft elling a Vhursday away from the stor We take a efrigerator 1 till on warrant t ) 
frigerat ther applian Of 1S handful of cards—the ones we use to kee] neth vrong were respon c. So th 
distribut nen th vere interested in the record of cach customer, appliance pu take it for just what it is meant to b 
having the deal protect the brand nam hased, pri terms, trade-in, etc.—and we go ood wall call 
hie vanted the dealer t keep everything trom customer to customer. All we do is ash We can't pin-point iles to. th i] 
quar iwa » that itished custome if the apphance is workin; itisfactonily. It hack But we know that we're makin 
lidn’t start talk that would hurt the brand minor adjustments are needed, we can make peat sales to customer And we are gettin 
1 the area them night then. We don’t ‘commercialize sales from other members of a customer’ 
Now, a tail Skarr and Linneweh make the call. We don’t ask for referrals or to see family and we're sure we're getting that bu 
illbacks as a regular procedure. ‘They're do ther apphance ness by referral. ‘There's one family grow 
ing it because they believe sincerely that it We want to hear a mnplaint before the that’s bought six mayor ipphance oO if our 
holding onto their old customers, building the neighbors do idds Linnewelh And vou'd callbacks serve no other end than to have cu 
tore’s reputation im the market, and directh be amazed at the reception we get—the peopl tomers refer us to their sisters, brothers and 
ending new busine to the store ie surprised. ‘They thought that once we got cousins, then we're all for them 


THE BOOK SAYS: “Advertise and promote something all the time...”’ 


aah I about your store—kick up a storm 1 storm”, partners Skarr and Linneweh have aie the result of the partners’ thinking that 
\ put on a promotion, I'll come and help in integrated program of advertising and people prefer to trade where it is busy, ot 
how about a half page thi week. we'll gx promotion that is unu ually well organized ounds bus While this article was being 
Skarr and Linneweh used such for a two-man, $150,000 operation. Included prepared, kd and Rick ran an “Action Sale 
ncouragement and advice on hundreds of ire the following pictured here, and then’ with only a day out 
their dea when they were distributor sal ¢A yearly promotion schedule—four mayor tor cleaning the window, launched imto a 
nen Now the ire pu hing themselve promotion cheduled about three month Clean Sweep Sale both keyed to clearance 
vith percent of gro illocated to adver ipart Ihese are the ‘big pu he Orn of 1957 merchandise. During these two sale 
tismg and promotion efforts planned as fat partner say At these regular intervals we no change was made inside the store, either 
1 n advance must get the whole city talking about Del in di play or pnome only the window and the 
Wh | put the prospects in a buving Rey \pphance We want everyone to no idvertising change with the sal Because all 
mood, and to keey them there i kd tice u We want our recent customers to prices in Del Rey's market, whether refrigera 
Sk \W found out long a before we ce our activity and be glad they bought from tion, laundry or UV, are “negotiated” between 
had a st that most peopl lke to do busi in active concern. We want our older cu the dealer and the individual customer, an 
i ra bu t tomers to notice u ind maybe start think change in price tag ile or no sal vould 
Sa Rick 1 u kn that we found ng of their next pul hase—from us. We want have little effect on bringing im prospects o1 
f h that ple bought eryvone els particularh our competitor im converting them into custom 
t ns during a promotion, and ustomer to sit up ind take notice that lo put the Del Re promotion pi Ww 
t th n cl i deal on particular here i local dealer with good lines who mito action, Skarr and Linnewel use two 
ror ! t t ther price during a king them to do busine vith u L hese medi i papel idvertising and window 
ile th in wh thre no sal four mayor promotion have just that purpose decoration. In the new papers, two types of 
notion going on ind of course, they're expected to produc display and copy are designed to blow busi 
Comments Ed: “We can prove that in cas immediate business.” ness the way of Del Re 
ft Thi no question about it e Frequent special promotions ile in the eA steady wind’—wecekly advertising using 
iot in we make more profit on each promotional sense of the word, are continued col. b in, Space to affect a continuou 
deal, but peop ir isicr to Se The between the big four event These continu liaison with the public lo further the 
tim vard action has been ited b ng promotions are designed to mnpres thre identity of the advertising. each pic of 
the ic ind the atmosphere of a sa uublic with the idea that mething’s going opy is framed with a distinctive broken line 
| » Th ite App in kicking u rat Del R \pphan ( ill the time. ‘The border Ih crn f cal idvertisement 
MORE> 
STEADY promotions, making use of colorful window painting, keeps up “a WARRANTY SERVICE calls are handled by partner Linneweh, a former service 
feeling of urgency’ that creates interest in Del Rey’s goods among the man, when time permits. He prefers to handle these calls, get chance to 


steady flow of shoppers to supermarket across street 


re-sell customer on her purchase, build confidence in the firm 

















REFRIGERATORS “BY THE BOOK’”’ 


THEY SELL 


| {2 ; } ' ifKIn ifCad 
t f f ( )f t it id 
; PP ied ‘ 
; as : : : , ' 
; ; , | it Rick t ft inothe 
‘ ' , ‘ 5 f ; it ( 
; : ' 
© 'Prequent gust t its t t f f t of | cn 
‘ | 2 ) r \ , tall —— th fa t t } t when if 
f | t \ t t t Safew Lh ! I tit for them t 
! t i" I n ld eck tratt 1, the ha t t U1 " ext 
‘ ; " ; ' ' " byt + +} ‘ f ft th ho id 
f f theat t t t Bon A ! ) ' 
THE BOOK SAYS: “‘Make service a sales tool...”’ 
see 
i i t t wi int t j i rth mne da tf shi ph rie nan When | if on Wa 
if t " i i 1) | 1 I If hy i i th ifternoon hy int i i Rich If | in doit on ff 
Ik int i i t ti ical t i th t j in ber mom t then i th { f th ) 
th i th i t mad h 104 tracto nut there i more imp rtant rea } 
And t ’ ng it, but W nake th i d sa tool becau [ think these ills are important as an 
It tia t j th a st that much of the set n th handled ile ill or callbac \ rule crvi il] 
t Inan opera ’ th a volume between by eith the big contracto factor n refrigeration during the warranty period 
1() it tit tmonth i Linn cl r bY Sear id th Stu ‘ k | ol ( ruin yniplaint minor t 
1 \ not id et t have a tul th ute method If ne c on a th vork n ned. but darned ma 
tin tinent. but | put a yf frigcrat thy " tf them t the woman who ha the complaint Most 
i npha ! ! te ive i Sak tor n iit nt f our ills a to ist the automat | 
We mah clit is, and we do it the da house i tl te th ( I ts, to align do little things that at thi 
without | womon Ih i mn f the man tuking that There ri noment are making th ustomer vel 
i | ! t t t t t that i hap] ibout the retn it 
® “One-day service has been ver important lion t Wht them an | th faking on these warrant il] ts us t 
n helpin us Dunld a reputation in the Sunn lon t blame a little stor ike on { tak the « itished tome ( us a chance 
il iarket Most il ervice handle | nha f their method { rect the t le ut vinat we think 
mitracte but | perat t @ Personal service by Del K nan ent ore important, if i chance t ell 
{ th ick irc f ou ' Oy irrange roth | featur Wh ib] ' fricerat 
“Mi frigerators...” 
H 01 ake money on your used refrigerators... 
l f fit { fits t | ’ tte t f t i f t han lepartn t 
i { it { { " t tl 1 f them t fler th a t f Wah tl olvio ito! 
} tly ) Ke i tly les { | } Rick ha i t t mnount t nore than 2 ent 
! f ff] t tten ttl hid IR eli th in t 
| | | | frigerat fitable for D for it, then t inked 
fact, t | f th ict e Warranty of used refrigerators has h 
@ valuation procedure. Kn from hun Del Re \pphan keep th part 
' ' | , , 
WARRANTY on used refrigerators helps Del Rey . oo ' ig and at a proht. A sliding scale of wa 
' { t} t t nt f n oO th itt quit 


teady 


CVdilla 


into th 











YOUR YEAR-END INVENTORY 
CAN SAVE ON TAXES 


Before you start the annual count 
make sure that you are using the 
valuation method that will save 
you the most money. Here are 
the advantages and drawbacks 


of four methods 


SN LECTRICAL appliance and radio-T'V 


3 vho do not take a complet 
rate and properly valued inven 
it the end of the tax vear may be in 
r of 
Defrauding th ernment on imcome 


taxe¢ Ol 

Paying far more income tax than 

nec ity 
Ihe Internal Revenue Cod pecificall 
ides that where the buying and selling of 
xls is an income-producing factor the net 
ncome must be computed by the use of an 
inventory at the beginning and the end of 
ich tax year. The law specifically says that 
the physical inventory must conform “a 
earl is may be te he best accounting 
ictice in the trade or business and as most 


irly reflecting the incom 


Four Inventory Pitfalls 


our specific dangers must be irctull 


nsidered bi ipphance dealers to keep then 


hysical inventory valued correctly. ‘The In 


ternal Revenue Bureau takes a dim view of 


} 


pid CC 
Omitting part { the actual stock 
t the reported inventor 
Including stock in transit for which 
title has not passed to the retailer 
Usin 4 constant price or a norma 
juantity f stock such as th tor 
iverage inventory for th i 
+. Deducting from the inventory a rr 
f pI change x deducting an est 
t mat d depre iation for old stock 
What Should A Dealer Do? 
: I'here are four methods of valuing the in 
itory that an electrical appliance di il 
that will itist il} requirement 
t ncome tax la Ihe ir 
( , 
Cost vhat the deal paid r Market 
hat iid pay if boug! 
hich 
Ret 
+. | | lirst-O 
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1. COST—With thi 


valuation, the 


method of imventor 
ipphance dealer must use 
cither the actual invoi or the cost code on 
the stock to determine h valuation. Natu 
rally, this cost figure is adjusted to reflect the 


trace quantity md seasonal discount if 


Th 

Lhe cost of hipping may be added to the 
ost of the stock if this is your usual practice 
Ilowever, most ipphance dealers include the 
tran portation-in as an operating expense inc 
harge it off each year instead of including it 

part of the store’s inventory valuation 

Cash discounts may be deducted from th 
invoice cost if allowed by the suppher and 
taken by the dealer. However, the rule again 
is that the ipphance dealer must be con 
istent in handling this cash discount to ai 
valuation 
If the cost method of inventory 


rive at his income tax inventor 
valuation 
I idopted, an electrical ipphance dealer 
must check his invoices to price his stock 
[his may take extra time and add extra ex 
pense to the physical inventory for your ap 
pliance busine 

Or, each appliance in stock will have to be 
marked with a cost code in addition to the 
ictail selling price. ‘Thi requires extra mark 
ing time when the stock is received, ‘Then 
during the physical inventor these cod 


narkings must be translated te 


/ 


i cost hgure 


properly value your stock 


2. COST OR MARKET, WHICHEVER 
IS LOWER~—The ipplication of this method 
to your stock for an inventory valuation re 
quires extra work. You must check yout 
invoice cost or cost code on the tock and 
ilso the current market price urrent cost 
u) of the item at inventory time 

lor instance msider these ex uiniple ol 

osts under the cost or market, whichever 


method 


Which. 
ever is 
Cost Morket Lower 

Item A $45.00 $50.00 $45.00 
Item B $20.00 $15.00 $15.00 
Item C $80.00 $65.00 $65.00 
Item D $60.00 $75.00 $60.00 
Item E $10.00 $15.00 $10.00 
Totals $215.00 $220.00 $195.00 


Here are the rules to follow if the “cost o 


market, whichever 


entor uation is adopted 
] [he lowest value must b eportes 
nventor 
The method must b ied ft each 
' 7. ‘ ‘ ; 
total u ; 
1957 


Lhe method must b ised ( 


3. RETAIL—Since the retail method at 
rive it a figure which approximate th 
cost” or cost or market, whichever 1 
lowe! it is used by many electrical apph 
nee dealers and ipproved by the imeom 


tax regulation It ves time in tracing th 


thousands of invoices and translating the co 
de on many items of merchandise 
Hlere ‘is the tep-by step procedure ft 
idopting this inventory method to your sto 
1. Start the year with the inventory base 
on the retail selling price of your stock 


Vv totaling the stocl 


[his is computed 
it its retail selling price 

Add your purchase during the year at 
the retail ling price When a shi 


ment of ipphance LT AVE ou 


i 
determine the selling pr ot th 1 
voice tor recording on your book 
Adjust your inventory for any mark-up 
or markdown ut take during the year 

+. Determine your average mark up pe 
centage for the year lo do this you 
take the total of your opening mven 
tory and your purchase it both st 


ind selling. The 


two total give you your mark up pcr 


comparison of thi 


entage which 3 ipphed fo you play i 
cal stock count at retail for a cost fi 


ure tor tax eporting 


bor imstance misider this « xarnple 

Cost Retail 
$12,000 $20,000 
$30,000 $50,000 


Opening Inventory 


Purchases 


Totals $42,000 $70,000 
Apply the average mark-up percentage 
to your phi ical inventory taken at the 
tail selling price In the example 
ted, the marh up percentage | +) 
ent, If the appliance. deal nven 
tory at retail at the end of thi cal 
1) OOO +/) pel if t thi hour 
12,000 would be deducted tor an in 
entory of $15,000 at cost Phis figure 
$15,000, would be used for your in 
me tax report 
I hie ti method of mventor lua 
ion wil in clectrical ipphance lea 
evera mivantage It 3 ca to take—th 
mitin ind listing is done at the egula 
Hin price It wall point the way t nvel : 
tor hortage And, it ive i great 
time in a ng at the final figure { 
c} tiny 
(Continued on page 
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HUGE AUDITORIUM provide f ace needed for Greenk oO put or nd o ance during two days of exhibits amounted to 7.5% of 250,000 in market 
+} rie r omne tior / r 


how that wo d tec 


exhibiting suppliers low per person cost for show ng their lines 


One Dealer Ran This Hi-Fi Show 


Flint, Michigan’s first big show gives Greenley’s Inc., 19,000 prospects and a long lead on competition 


FIRST HEFL SHOW 


‘ t ; ‘ 
jhe " j 

















OWNER Stuart Greenley (right) and ad manager Bob Grin 
nell were concerned by supervisory details of show, but 


not by their investment 








“ 


pion wm 
SERVICE DEPARTMENT wasn’t left out. Display showed test equipment, color bor black at hit 
enerator unit¢ nec ser )« < > : > ) see 
jenerato iiformed vice crew. Oscilloscope let people 5e¢ their voice @ Sales meetings durin Si pte mbes 
ied to hifi, imstructin desmen im both 
rminolo nad pl duct >that non vous 
he tongue-tied on the big da 
eh ree admission. |! ustomary m= Phint 
! woh cnt i tii port mad burlde 
THAI t ( i I hi-fi tion t (Coreen na ho te harge i Q-cent admission, but 
\ lis] i) ren in , i i Phi RCA Admiral, Zenith and ( iT decided to have af he Ih 
blint, M happen » the Olvm hance to promote Green! think it paid off in He oaf { it 
7 ! But (, Cll pre J a partir if ill Opp rtusiit ! it if He all iter l 
{ t IVD KA tr WW bh i Stuart ¢ CH © The $1,000 in free prizes oller fo tl 
' ' Coal fi and | ist ' , ndat ho filled out a card p ided a i} stim 
i\ t iv that Ce. nile i j 7) , (yO orth (,reen) 1 had ¢ 
J trad it rT mi hare ed the 16 hou thre 1 KCT t 1 | turn 
, t I 1 lint ha in \ bith ! Stuart Green il} ft 
t n hi-fi. that Active preparation for the show tool hit ho took part in the show are happy. On 
its { { ing ft market b nd he f tin f Bob Grinnel januitacture n told hum V ci 
| | INIA \ l i q; j ip i} val tisin nana I Spa ti ecn able to t th p person ost of 
l t it of tima 1 th i ited by Greenk who in ng our lin 0 low before in this area 
t I ist ) I fu if t th upplict | i stuart G, in nt talkin iD thi j 
\\ { t t! Ve t t p ts of the hy mad ! The that hi think thie in 
iit un mee ive G itrol o both Ti nn iin ft get to i 10 f this ¢ p< ) 
t t | t Some ) distributo ted th th ie i md wa bila 
I I I id f t rT ( n hand to help i Kct wid in about LO,000 ar 
} r new pa pe pad ian thre ) | iwi th & nie if ut that thi GCvIce of participa j 
( I t | | moun ch ya iippie ict pig thi ae ile 
tunit h } I Local radio and TV tation er ' fo takin 1 Claim on ida t 
n t of tt na t b tree space t i for di 1Ock¢ ine fi, hie think most an leale mild aff 
n f hi-f road from the show to pick up a tab that guarantee n 
t I t I t | t rt ¢ en j i nent t i narket hon 
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ON WAY OUT the show's 19,000 visitors signed up -for free 


prizes, left names and addresses for Greenley prospect list 
Store offered $1,000 in prizes 
By KEN WARNER 
il factor c¢ SJ mportant ia th 
Tee f thy how 
e Holding it in an auditorium rather than 
i hotel one of these. Phint’s blue-collar 
population Coreen people felt, would like 
it better there, and the parking is bette 
@A_ specially-installed TV antenna pi 


duced perfect recept both olor and 

















He sells electric major appliances to gas-producers 


Fred Zeeb's electric major appliance business is booming— 
right in the backyard of the Nation's gas industry |! 


The man who sold ice-boxes to the eskimos ha 


nothing on General Electric Dealer Fred Zeeb 


He and his wife Bertha are operating one of 
the most succe 


the whole U.S 


ful retail appliance businesses in 
in the very heart of the coun 


trys gas-producing area 


The town ts Bartlesville, Oklahoma. The store 
is the Bartlesville Electric Co. Mr. Zeeb began 
his association with General Electric in 1929, ha 


been in Bartlesville since 1938 


What is it that makes this particular retail 
ful? One very obvious answet 
is hard-working people: Fred and Bertha Zeeb 


and ther well-organized staff 


Operation so succe 


And there are at 
least three other good answer service, stock, 


and brand 


Ilow does he feel about service? 
red Zeeb feel ervice should be good and fast. 
Hlow fast? Every Bartlesville Electric Co. service 
call is completed the same day the complaint 
comes in, That’s policy—-and Zeeb maintains a 
full parts stock and a full-time, 6-man repair 


staff to make sure it is carried out 


But service to Zeeb means more than just on 
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the-dot repairs. It includes demonstrations and 
follow-ups, too. He finds customers generally 
tend to show off their new purchases to their 
neighbors, and says: ‘““The best leads | get are 
those that come from follow-up calls to home 


where we have installed appliances 


What about stock? 


Fred Zeeb feels stock should be as complete as 
possible—in color as well as model. He finds a 
full stock gives his store a big boost with his 
prospects especially those who have shopped 


around and found sparse stocks elsewher« 


And now about the brand... 


lo Fred Zeeb, the brand itself is just as impor 
tant as the way he sells it. His brand is General 


Electric. Here in Fred Zeeb’s own words—is 


exactly the way he feels about it: 


“General Electric has the best and most com- 
plete line on the market. They have the best 
public acceptance. They . .. have treated m«e 
fairly and courteously and my Distributor 
General Electric Supply Company, has always 
rendered service and assistance in an able, 


friendly, and prompt manner.” 


That’s the way it always has been for Fred 
and Bertha Zeeb—all through their years of 
association with the General Electric Company 

and that’s the way it always will be. For, as 
we have said many times before, what ts good for 
General Electric Dealers is certainly good for 
General Electric. General Electric Company, Ap- 
phance and Television Receiver Division, Louis 
ville 1, Kentucky. 


Progress /s Our Most Important Prodvet 
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AN SIDELINES 
HELP YOUR 
PROFITS? 


Most dealers seem to think they can. Three out of four now 
carry sidelines and sidelines provide one-third of the average 
appliance-TV dealer’s volume. Now it’s a race to add more — 
anything from cameras to paint to furniture that may help 


maintain volume and restore profits. 


But how do you pick the right ones? How do you measure 


dollars against turnover? How do you sell? And, finally, what 


‘ 


effect will sidelines have on appliances-TV? 


The only good answers come from a variety of dealer ex- 
perience like that revealed by the Electrical Merchandising 


survey and the 12 case studies on the following pages 


By ROBERT W. ARMSTRONG 
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SPECIAL REPORT 
ON SIDELINES 


CONTINUED 


URING 1957 a good many appliance 
| ) I'V dealers madea grim choice: Either 

they found new ways to maintain prof 
its and volume or they went out of busine 


{ happily, more than a few couldn’t find 


rkable answe in time; the failure rate 
VXd, No p vas the highest since 1954 

Those who survived either managed to 
queeze more dolla ind profits out of thei 
ppliance ind television or they branched 
ut into new lines of merchandise offering 
higher wargin faster turnover, le price 
thing, o ill thre 

()f ill i tihable olution thie iddition of 
celine vas one of the most popular ind 
ipparentl the casiest to undertake An 


bincrricAL MEreRCHANDISING urvey con 
ducted in the fall tured up the aston hing 
iormation that 76.6 percent of the re spond 
cit 04 cut of 265 cll one or more 
delines and that one third of the average 
ipphance TV dealer's volume i provided by 


nonapphance- PV merchandise 


While it 1s possible that many of the 
1500 dealers who received the survey did not 
mswer becau thr do little or no busine 
nm sacelinn it is evident from the replies of 
the respondents that sidelines are an integral 
ind important part of them merchandising 


ctivity. Ob the 65 retailer vho returned 


th questionnaire ; " 


ippl mce TV dealer p inaral these are the 


) percent in 





lines that give them the biggest share of 
their volume Phe appliance-T'V 
volume (reported by 240) is $132,932. The 
reported by 179) is 


average 
average sideline volume 
$69,760-—more than half the appliance-T'V 
income and equal to one third of the com 
bined total 

Significantly, nearly half the dealers said 
that 1957 sideline 


in 1956 (while 


volume was greater than 
33 percent said it was the 
ame and 17.5 percent said it was less). Even 
more ignificantly, 65.8 percent of them ex 
pect sidelines will increase in importan 


over the next five year 


Diminishing Returns: Point or Disease? 


Why all thi 


long list of reasons can be reduced to on 


interest in sidelines? ‘The 


profits. Between 1955 and 1956 the average 
net profit, as reported by NARDA, dropped 
from 3.4 to 1.2 percent and 28 percent of 
the NARDA retailers 
losses. At this rate, a dealer with a $20,000 


investment and a $100,000 volume would 


actually experienced 


only be making six percent on his own money 


Sidelines Volume: 1957 Vs. 1956 


Number Percent 

Dealers Dealers 
Much More 15 88 
Slightly More 70 40.9 
The Same As 56 32.0 
Less Than 30) 17.5 
Total Dealers 17) 100.0% 
Answering 
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hardly enough to justify keeping the store 
open and certainly an inadequate recompense 
for his effort. 

Behind the profit drop there were, of 
course, a number of contributing causes—the 
abandonment of list prices, the solid estab 
lishment of the discount house, lower mar- 
gins, slower sales, and rising costs. 

But whatever the causes, the primary con 
cern of most dealers, and particularly those 
in metropolitan areas, was to find some 
method of restoring the profit percentage to 
a livable level 

To this end, sidelines seem to have some 
built-in advantages, Prices—as, for example, 
on furniture and bedding—are not easily 
comparable. Margins run as high as 40 to 
50 percent, particularly on furniture and 
at least not yet 
is generally widespread. Responsibility for 


giftwares. Discounting is not 


service and service itself is often non-existent. 
They all add up to more profit. As dealer 
Myron Gray of Bowling Green Appliances in 
New York bluntly pointed out recently to an 
KrecTrRicAL. MERCHANDISING editor, “On 
a portable TV set we can gross $10. If we 
20 odd pack- 
ages of a $5 glass and caddy set, for example 


sell $120 worth of glassware 


that means a gross of $30.” 

Ihe differential is spelled out further by 
dealer Edward Russell of ‘Toms River, New 
Jersey, who has been experimenting with side 
lines since 1954. ““Today,” he says, ““we make 
more money selling $50 worth of gifts than 
He cites an 
example: a nine piece knife set costs him $3; 


from $500 worth of appliances.’ 


it sells for $9.95, a markup on cost of over 
200 percent. A condiment set costing $3 goes 
for $5.95, a markup of almost 100 percent 
Down in Lake Charles, Louisiana, City 
Sales & Service does an annual appliance vol 
ume of $90,000 on which it grosses $23,000 
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or 25.5 percent. But on its $17,000 sideline 
volume it makes $6,000—a gross margin of 


35 percent 


Sidelines Are Even Traditional 


Despite the sudden flurry of interest in 
sidelines generated by the profits decline, this 
is not a new direction for many retailers 
Those who responded to EM’s survey have 
been handling their best volume sideline for 
in average of 7.8 years. And in many sections 
of the country sidelines have long been essen 
tial to continued existence. ‘This is particu 
larly true in smaller communities where 
dealers have never been able to specialize as 
in the high-population centers. 

There are dealers in Minnesota,” reports 
I.M’s Ken Warner, “who think of themselves 
is apphance dealers, but also handle furni 
ture, farm implements, and, in some in 
tances, are morticians. I met one fellow who 
has the following five businesses under one 
roof: appliances, hardware, farm implements, 
produce buying, and funeral director. In 
many Of these communities there just isn’t 
the volume in any one line to keep profits 
high enough to take care of one family, let 
ilone a family which needs to find work for 
ons. With a limited number of people to 
ell, it’s necessary to sell them over and over 
again in different lines. So, over much of the 
Midwest, sidelines are a way of life.” 

The same thing is true, of course, in many 
other sections of the country. “In the South- 
west,” writes Editor Fred Greene, “‘it’s always 
been difficult to find a strictly-appliance store 
Nearly all furniture stores have always dis- 


played appliances. So have automotive sup 


ply, hardware and even variety stores.” In 
upstate New York, says Editor John Rich- 
ards, ‘““Many dealers have retained the old 
general store look and have always suppl 
mented their appliance-radio-I'V — business 
with sideline furniture, plumbing, heating, 
hardware, et 


The New Opportunities 


On top of this core of traditional sideliners 
is the new group who are being drawn into 
idelines, not because of location or custom, 
but because of a basic change in the profit 
tructure of the business. The biggest volume 
sideline handled by dealers cooperating in 
I;}M’s survey was taken on within the last two 
years by 27.5 percent, within five years by 
58.1 percent. Obviously, the trend to side 
line growing, a finding substantiated by 
regional reports from Eiecrrica MERCHAN 
pDISING’S field editors 

ven in the Southeast, where, according to 
Editor Bill McGuire, “sidelining doesn’t seem 
to be particularly wide pread at present, it 
gives every indication of heading in that di 
rection. Many dealers say the equivalent of, 
I’m interested; I'm looking. I want some 
thing to help put the net back in my busi 
ness, but I just haven't found it yet.” 

In the Far West, reports Howard Emerson, 
Sidelines are about to blossom forth to a 
degree not experienced since the mid-World 
War II years 

In the Midwest, says Ken Warner, some 


dealers are getting so far into sidelines that 


ippliances'- TV may end up as the sideline. 


MORE> 
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Many Dealers Added Their Best ercen 


Sideline Only Recently 
ftwa 
% Dealers Reporting IwM, Sept 
T 
Best | Best ' ; , 
Years Selling Volume Profit i 
Best Sideline Sideline | Sideline 
2 years & under | 6.9 
3 to 5 years 28.9 
6 to 10 years 19] | 21.8 | 
11 to 15 years 11.4 gf | 
16 to 20 years 
21 years & over B4 gf , 
Average years 8 8 2 tion | 
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SIDELINES ADVANTAGES 
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Number Percent 
Dealers Dealers 
= OAR 
Few service problems 120 64.95 
Less price cutting than appliance-radio-TV 108 58.4 
Better margins than appliance-radio-TV 55.7 
Bigger net profit 9 53.5 
More store traffic 8] 47.0 
Few returns 66 35.7 
Bigger overall volume 44 23.8 
Easy to sell 34 18.4 
Manufacturers and distributors are cooperative 44 18.4 
Not mych competition 4 13. 
Co-op advertising allowances are generous 12 6.5 
Others 5 2.] 
Total Dealers Answering 185" 100.0 
* Figures exceed totals shown because of multiple answers 
N \ it least, the ld that it reasonal t doubt whethe 
» a notable picku thev should b lassihied deline. Becaus« 
i itlet m hant hting-lamp ind Virin upplic ir 
th So much has it cly connected ith thr ipphan e DuSsIn 
one Ne ith iftware yu might « K pe t them t ( lely sold, and 
| that At leas! \) thie ire: the former | +t percent and the 
il 1\ leak i n tter b pel it 
1 iti When ret from the u be i 
! if j t 1 urp I ' for ¢ xample 
iandiled | t first im 
tan t that " I | + > t and first 1p its f 
stan Ili | p Cli 
if i i i i hake { t ! 1 ! 
it ist px iit i l itu than 
} mM 1 tl lel McGui 
! th rat " mad p { r the Sout | nain te th 
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tt tha th ith Win tandard 
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" lum th it pa the rent | t k net pi | 
t i rit I t Th 
i the ma i ha ind the fact 
th locaht hn it it's tough ¢ 10] Lhe Wm 
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of a multiplicity of small specialty stores 


furniture has been the one big exception 
Here some made their starts with dinette fur 
niture. Others began with patio or lawn fur 
niture. Others went all the way pursuing the 
trend described by Howard Emerson. that 
even now seems to be taking place at West 
erm Appliance anc 


Furniture (see “Full-line 
ideline ‘Today, Mainline Tomor 


ection 


hurniture 


row in thi 


Distributors Diversify too 


Down South this interest in furniture 
One At 


] 
CX ii pie 7 


hasn't been limited just to retailer 
lanta appliance distributor, for 
ently took on 13 lines of furniture 

Next to furniture, power mowers are 1 
ported tops in volume by more of the survey 
respondent 12 percent) than any other 


ideline, but when it comes to profits few 


dealers 5.6 percent rate mowe!l is high 
paint 99 pe cent 
Wiring upphie ind lamps-lighting, a 
vell in 
ind proht [hen there is a 
to the next best item 


befitting old sideline standby cor 
both volume 


} ] 
1] non-electru 


drop 

housewar plumbing supplic toys, and 
porting goods, all of which rate well in vol 
um Profit-wise toys lead the other three 
1 the fa f tail 
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National 
tell the whole story for every section of the 
In Minneapolis, 


big item is outboard motors 


statistics, unfortunately, don’t 
country for example, the 
After furniture, 
carpeting and bedding, Chicago dealers lean 
to luggage, silverware and jewelry. In At 
lanta, Georgia, both dealers and distributor 
are showing increasing interest in boats and 
motors. One distributor there has even made 


in arrangement with a second wholesaler to 


take the entire production of a Georgia boat — 


manufacturer, In the New York, New Jersey 
metropolitan ireca merchants arc looking it 
anything and everything that will meet their 
requirement 

That’s where the hitch come 


ments. According to survey 


in require 
re pondent the 
big advantages of non-appliance merchandise 
are: fewer service problems, less price-cutting 
better margins bigger net, more traffic, and 
fewer returns—in that order of importance 
But sidelines also bring their own problem 
mong which are that they take too much 
pace, return too small a volume, take too 
much time, and provide too small a unit sak 


igain in order of importan 


Who's Got the Money? 


Ihe one thing that few mention but which 


is, neverthele 


1 major ‘obstacle, is the « ip 
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ital required. In the Far West, for exampl 


1 shortage of working capital has been a seri 


ous deterrent to expansion during all of 1957 
In order to add a sideline dealers there must 
cither locate new capital or reduce their ap 
pliance-T'\ 


cnough money to finance the new venture. If 


they take the latter course then they have to 


operations im = order to release 


consider the matter of turnover. If a dealer 
gets a six-time turnover on hi ipphances 1\ 
then he’s got to do at least that well on most 
idelines. In the South some retailers openly 
resist the addition of a sideline like boats and 
motors (which retail for as much as $1,000 
imply for the privilege of adding to thei 
credit volume at a time when credit on apph 
ances and television is tough enough to ob 
tain. And some who have done it, reports 
IeM’s southern editor, have made the mistake 
of taking on lines that are less than’ the 
best—and suffered accordingly. “If you can't 
get a really top line,” say southern dealers 
forget it, because you're not going to be 
willing to part with the time and money to 
merchandise a sideline that isn't sold.” 
Obviously, it takes money to get into side 
linn In the New York area it’s likely to cost 
ibout $5,000 to put a dealer solidly into sid 
lines although a modest inventory will cost 
less and a dealer can get started in some items 
than $1,000. While sideline in 


ventories don't run as high, dollar-wise, as 


for much les 


appliances, dealers caution that you can’t sell 
many pieces from one sample the way you 
can with appliances. You buy them and move 
them and the next time you buy you may be 
idding an entirely new item to your stock 

which multiplies the opportunities for mak 
ing a mistake and getting overloaded 


Margins May Shrink ri 


Better margins, while cited by most deal 
ers as one of the sideline’s most alluring fea 
tures, can be misleading, ‘True, they run at 
least as high as fair-traded clectric housewares 


on many items—-from 30 to 50° percent 


MORE? 


Sidelines’ Contribution to Overall 
Net Profit 





Number Percent 

Dealers Dealers 
Less than 1% 1] 10.0% 
Between 1 and 3% 15 69 
Between 3 and 5% 12 71 
Between 5 and 10% 27 16.0 
Between 10 and 15% 23 13.6 
Between 15 and 20% 24 14.2 
Between 20 and 30% 10 59 
Between 30 and 40% 15 8.9 
Between 40 and 50% 15 89 
Over 50% 1] 6.5 
Total Dealers Answering 169 100.0% 
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dealct averag ibout 
elling price However, a 


into them and 


the margins are likely 


4 


York the ilready have 
to match the competition 
corvette and S. Klein find their 
round percent. Some New 
maintain that if you can’t net 
Sunset’s Sidelines 
idelines aren’t worth 
probably run higher 
ciwht percent 
ynize the prob 
me puts it Dake 


on sidelines and you'll schlock up your store.” 
With only so much space in the store, basic 
irithmetic indicates that when a sideline 
mes in, something else has to go out. Even 

though some dealers have found solutions a 
ingemous as hanging furniture from the ceil 
ing (EM, Nov., p 7] and some sideline 
items lend themselves to stacking or to small 
displays, most dealers who have been really 
uccessful with them have had to sacrifice 
vhite goods and TV exposure and have 
turned over space-consuming center island 
ind pegboard walls to the new merchandise 
(once the deci Ion has been made to dCTl 

fice apphance space for sideline displays the 
next problem is the development of sufficient 
olume to compensate for the exchange. Thi: 
iccording to survey respondents, is not so 
to accomplish. Even if the item or item 

have been wisely selected in terms of the 
market and consumer demand, it may take 
considerable time before the store become 
Kn Whi a i Ource ind of COoUTSs( Fan item 


themselves may not pro ide a big enough 


DECEMBER, 


unit of sale to compensate for the time and 
effort required. 


Can Sidelines Build Dealer Profits? 


Nevertheless, it is evident from the survey 
and dealer comments that retailers are finding 
ways to go into sidelines and go into them 
It is also apparent, both from 
the disadvantages quoted and the case studies 


uicce ssfully. 


accompanying this report, that you don’t just 
close your eyes and jump into sidelines with 
out first learning how to swim 

But the most important conclusions to be 
drawn from the growing trend to sidelines 
concern its long-range effect on business: As 
more and more dealers add new types of 
merchandise they will become less and less 
vulnerable to ailments like a poor season in 
air conditioners or a slump in washer sales. 
And, in consequence, there will be less com 
pulsion to resort to desperation price-cutting. 
lhe end result could vcry well be a saner, 
tronger, and more profitable appliance and 
radio-I'V industry 
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srecia seron’ HOW SIDELINES 
MAKE PROFITS 
FOR THESE 12 DEALERS 


it’s the 33% percent 
markup that counts 





“FIVE PERCENT of our volume comes from side 
lines,’ says Jack Rodenhouse, Rodenhouse Ap 
pliance, near Rochester, N. Y This includes 
waste baskets, pots, wheel goods, garden furni 


ture 


i” pataverggs thi I f askin TO i il 
a int bulb Ja Roden 


i} IS¢ vh The l bape ke | nti ( \pplanc 
I n of lrond 


quoit on th yutskirts of Rochester, N. ¥ 


ent markup 


a 1 cost and there are plent panes product 
them vhich have imularl ittractive 
! irk I 
Rodenhou refers to a grab bag of side 
total of hich represents five percent 
f mnual | 
1\ 
| turn t | 
| t / if th 
; j ; il ; 
iit t, t How I in 
if | thin it i 
| rth ir? i y I 
i t light 
' fy ' ' 
} ELECTRICAL MERCHANDISING—DECEMBER, 











wheel good 
ind | 


99 cents and ranging to hand lawn mower 


priced from $10 to $87 


garden tools and suppli tarting at 


it $36 

If you count power mowel ay Jack 
Rodenhous« then add another $5,000 an 
nually. Then there paint, paint brushes and 
putty knives, which account for another $5 to 
$6,000 a year. Here again you can count on 
a one-third markup on cost 

his firm started im sidelines in 1946, Even 
then its appliance busine represented 
percent of its total volume. A sound plumb 
ing and heating busines represented — the 
balance of its effort providing a healthy 
cushion Power mower! md power tool 
ume later, and the paint department il 
rived about 195 

With majors yielding 20 percent margin 
over cost, and ‘TV running only 10 to 15 
percent better paying idelin 


Rodenhouse average JAR 


pull up the 


Sunset’s sidelines must 
net 3% —or else 


wil N metropolitan New York's Sunset 
Appliance & ‘TV chain inaugurated a di 
ersified sidelines busine some months ago 
it did so with one single objective—to ste p up 
trafhe flowing through its doors. Already 10 
out of 21 outlets in the chain operate side 
lines department but the 
iltered harph 
Now ivs Sidney Steinberg, until re 


ntly merchandise manager, “traffics are on a 


objective ha 


clf-sustaining basis. They must pay for them 
elve 

lor one thing, Sunset 
broad base in the form of product rf lection 
lor another 


ideline have i 


ill of them have liberal margin 


t vork 1 Nonmelectnc houseware for 
instan I from 30 to 40 percent as a 
centage f selling price These include 

ots and pan utlery, mops, brooms, waxe 





































cleaners, gadget ind lamp Garden equip 


ment, including supplies and furniture, hay 
unilar margins. Se do barbecue sets and a 
COCSSOTIE lo howe Cl Vic lc onl ) pel 
cent 

Qn the other hand, electri 


radios, and phonograph which are carned 


houseware 


in the same department can rarely be counted 
on to yield better than 10 percent 

Stemberg that these 
products pull our initial department operating 
margins down to about to ) percent 


Thi mean 1\ 


INCTALPC 


Iiven this does not end the computation 


Iivery week we have markdown i\ 
Steinberg either for ompetitive reason 
or because you accumulate low mover 


Then ther damaged goods and the like 
When You avcrape thie ( ut b thre weck ol 










STAPLES AND SELF SELLING items dom 
inate the mass displays on row after 
row of Sunset Appliance & TV's shelves 
“If sidelines can’t net at least three 
percent,” says Sid Steinberg, ‘‘they’re 
not worth handling.” 


MORE> 
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SELLING PAINT is a snap according to L. J. McWilliams of Cawthon & Hollums 
line has helped to build both traffic and profits for the store 


proximately $3,000 


5 Paint sales never dry up 
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The firm’s paint inventory is worth ap 


Electronic organs play a 
profit tune 


_ KN month 


When I found 





a 


DEMONSTRATION by o self-confessed “B-flat idiot 
sells electronic organs for Ray Quill (center) of 
E. A. Gulliksen Co., Chicago 


on ile pitch but CGsulliksen is convinced 


the market is a broad one. For one thing 
most of Ii iles are to middle-age customer 
vio want them for hobby and leisure pu 
poses rather than to muscians or to people 
uiying them for their children 

Another fact that makes Gulliksen think 


the high price 1s no deterrent comes to light 


vier the i] ire closed; one out of four 
i cash on the barrelhead kor the pel 
ent of lis) organ ile that are financed 


Gulliksen finds banks are ver happ to pro 


ide the money. Uh mother place where 
the value-holding mistrument pa ft Most 
deals run three year 

lo get the line, Gulliksen must keep five 
units m stock, but he Keep | Lhe factors 
provide 1 YO-da urantee; Gulliksen ex 
tends this to a year on his own \pphance ; 
iid furniture pay the fraght for Gulliksen, 
but he enyo elling organs—both for profits 
ind pleasure \s far as Gulhiksen is con 


erned this is one ideline that it Coullsh 
ens to sta kK. W 


Outboard motors mean 
$17,000 a year 


NM OTORS make mone for | Bassin 
i 


owner of Modern Electrical Apphanee 
Compan 44 Stewart \ve Hap ville 
Georgia, In 19 the 30 Mercury outboard 
Bassin sold contributed som 17,000 to hi 
ipproximate gro of close to $200,000, thu 
proving a vorthwhile adjunct to his substan 
tial sideline busine 
Of Mercur | outboard thie tor 
toch even, takes orders for the rest. Value 
f the firm’s motor inventory is some $2,500 


if cost Markup } 1 solid 3 » percent 


Su hip manual-startin model costs Bas 
li ‘ list for while Mercur 
huge 60-hp motor cost OY! and carnes a 
J%% retail tag. Bassin finds prices remaiming 
encrally firm until demand begins to drop 
vith september leave 

Ihe tore also carr three boat line 
representing construction of marine heet 


plywood, welded pl wood and all-aluminum: 


MORE? 








Sporting goods 
clean and cash 
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THE 30 Mercury outboards which Ed Bassin (right 


gave his volume 


mes from 
utboards to 
fair gar 


outht Lhe 


lip unit 
iost of Tu 
ut on 
i ) ut 
i nodel 
old 
i rule of 
p nt on 
ic] m the 


are quick, 


\ plian ( 


wth Augusta 


TATIVE base 


nning flow of 


et mventor 
dome busi 


deline 








THESE KIDS in the new sporting goods department of Georgia-Carolina Appliance Company will 
come back again with mom and dad in tow. Here, co-owner Tom Parker officiates 


porting good ind toy we filling it tor 
the %1O0,000-a-yvear firm 


()f the two, co-owner Edgar Smith find 


that sporting goods provide larger and steadier 
ytunrane In (Jeorgia-Carolina unazingly ex 
fcnsive >Z,00U0 to 34 UU) porting goods in 


cntory 1s equipment for baseball, football 


basketball olf, fishin ind boxing. Out of 


i tock that nig from three-for-a-nickel 
mkers to 195 rod and reel set the stor 
flers deco ind hunting jacket duelling 


vords and target pistols; golf carts and picn 
oolet cel md thermos bottl cin 
ind slingshot 

Overnight delivery from it Atlanta di 


tributor let (CJeorgia-Carolina tock porting 


woods horizontall Little back up tock 
needed. Markup over cost is 40 percent on 
most item but freight and pa king cost 
pull it down t percent 1 hea ath 
let equipment 


Tlie line fits perfectly into the firm's cur 


rent campaign to keep credit volume to 

percent of gro It ilmost a pure ca h 
proposition, with sufhcient turnover to main 
tain a steady infusion of good green dollar 
into the busine Practically no new account 
ire opened for sporting moods, though paid 


outs and near paid-outs are given credit in 
the line af th wish it 

In its few months with the line, Georgia 
Carolina has done well. Smith expects it 


to hit a first-year gross of $25,000 with no 


trugg | That achieved, he'll expand th 
porting roods department imto occupying 
half of the store, will flog it to the pomt of 
elding half of the firm dollar volume 
Boat ind itboard motor vill help k 
tii expansion 

Best move » far have been golf ball 
iscball equipment, bow ind arrow and 
fishin tackle Smith characterize portin 
oods a clean qui k and cash at esp 
ill pl ised with their traffic-building qual 
ti ind their ability to “bulldoze the h 
ind illes out of the graph B.MLG 


vhich also sells appliances, television, house 





$35,000 in floor coverings 
from a $300 display 


}' OOR coverings r present only one ide 
for Tom Murphy of the Home Shop 


lyric 


in’ Willow Lawn Shopping Center, Rich 
mond, Va., but Murphy has an idea that 


carpet, tile and linoleum will turn out to be 


best sideline 


Ihe head of the recently enlarged store 





, & 


TOM MURPHY of the Home Shop in Richmond, Va., 
has discovered in floor coverings a sideline much 
to his liking. Murphy, who handles carpets, tile 
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1 ifed = furnitu ! ttwart 
l t n t Cal fli lt) Tit 
+ ] lik it In th 
if ! f nothing 
! than ne > th of d pla I 
t t ad fockin I nm Ive 
hi | d it ind linol i 
} tw | nv t irpet order 
\l iv ft narh in fl vernn 
h t tH lik l ( irpet h \ pout { 
nt markup over cost in ready-cut 
tandard si ind this jumps to 45 percent 
n ad from wl h ne wall-to-wa 
irpets and other custom det lile and 
n um return Murphy from to 40 pr 
nt n h investment 
| l ka him yd rat iler ha in agreement 
vith a local floor coverings installer to handl 
the Hom Shop Work Ile gets between 
| nd >| pel qual ird for laying 
irpet. ‘Tile and linoleum installation charge 
i t dependin it ndition of 
flox ind th npl t of floor plan 
\l linen to nit one blanket 


; ] ] 
itement for materia ind labor on a Home 


S| lhead ite tom conhidence 
| iched T 

I fe | fl cove iT Hpecause th re 

in Crviccl dithcult to hop and bi 

thie ht in well with ipphan es and 

t n. He finds p renerally firm 

pit the existence of a few ond ped 

a} iwainst whom he has no trouble selling 

If ll only remember that you're actually 


i contribution to the interior design 


f the customer hom 1\ Murph 
e able t ell floor coverings on the 
aS] 1 what you're going to do for him 
not merel vhat you re going to harge him 
t’s this that gets you full markup B.McG 





and linoleum finds markups on the first item range 
from 35 to 45 percent; on the latter two up to 
40 percent of his investment 
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1 Q $1,000 in sales from a 


small stock of barbecues 


BRAZIER DISPLAY at Haskins Appliance takes 
shape at hands of Mrs. Catherine Haskins, and 
salesman Ed Merrick 


YPRING and 

rilles and braziers chalk up volume for 
Haskin Apphance, 1197 Lucile Ave., SW. 
Atlanta. ‘This is an ipproximatels $125,000 
operated by Mrs. Catherine Haskins 


md owned by she and her husband 


The ile of outdoor 
\ 


bu ini 
| hough 


1957 was no standout in the store outdoor 


ooking equipment operation (a volume of 
ibout $1,000 thi phase of th 
rrossed twice that much in 1956 and °55 

Mrs. Haskins sells two major line Kamkap 
ind Big Bo She maintains a stock of onh 


ibout SISO at cost in’ both An unusual 


busine 


tailor-made for wasas pro 
motion revails in the selected models of 
Kamkap with which her distributor uppli 


I 
hie 


ing Structure 


lor example, the Kamkap brazier line be 
i manufacturer 
list’ of $14.9 i “Georgia retail price of 


S9.98 added by the distributor (this is the 


ins with a unit that iri 


ictual selling price md a one-to-five unit 
st of $6.66 lop of th wazier lin list 
it $79.9 has a Georgia retail of 19 
id a st of 539.99. Georgia retail on the 
Karmbhk ip wagon Mi Ilaskin mnge 
from $19.9 this unit costs her $1] to 


14.95 ost: SZ9.99 


Big Bo ooking equipment, on the other 
hand Cl if firm price in the tut vith 
traight an ount of pel crt ott retail 
for the dealer. In th line, braziers list at 
14.95 to $99.95 while VALOMS Tange from 

1 t WY 

In both line there an almost unending 
tream of accessor from fire-lghting prod 

t b I md ¢ ti highits ¢ 1O0OkK-on 

kK f mecat thermomet ind smoke 
' ipt I , i pitve | ! ‘ Ih ' 

Cc a cdiscount off t ibout 
perce if tt G , t i th ise Of 
Kambh 4} 

Instead r ft j t cmain urrent ith 

1957 




























the great many tvpes and sizes of unit 
ble Nii 


ind wagons, then use 1 


" Tlaskin fock 1 few Dasi razzie 


prosper ts how the mn be access ed trom 


motors to bun box Selling a ies ha 
proved profitable for Haskin \pphane in 
order tor S50 0 SOU im oa vith a 


basic unit isn’t at all uncommon 

Small stock 
the busine low deliven nonden absence 
of service and a good volume im add-on sak 
help make Mrs. Haskins happy with her out 
door cooking equipment operation BNeG 


1 1 Volume in models will 
level at $1200 a month 


| IGHER priced lines of model airplane 

boat md car have rosedd SSOO a 
month—at a 50 percent gro profit—durin 
1 trial period as the first step im diversi 
cation for appliance T'V dealer, Gregg’s, Kast 
Palo Alto, Calif 

Without advertising o1 promotion, an | 
ft. counter and one rack, stocked with about 


$3,000 worth of packaged plastic model 


miniature gas engine kits for gas driven 
urplane boats and autos, has been showing 
lightly more than tin turnover With 


{ promotion program ctting underway in 
October, owners Hl. bk. and Ella Vandervoort 


expect that olume will be increased to, and 


leveled, at about $1,200 monthh 


(oregeg is making a succes with model 
inc cessonies because 

ih vners have begun diversification 
with line vhich fill i dehfimte customer 


need ia thei market area 


MORE> 


MODEL KITS and accessories bring $800 a month 
at a 50 percent gross to Gregg’s Appliances, East 
Palo Alto, Cal. Costs are low because appliance 


serviceman Stark (right) handles department 
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oa oe “ vinta peration ol 1 | itor f yout SILS5S,000° of have experience in that field, because it 1s not 
me men mf ited model ! yitu ot ' | Nea two-thirds of thie me a ipphan ind television—it take 
th : mn ” d ha - hetde ed I hal i ! for i) ited Ol in mter ditterent Da kground ind l different VaA\ 
Mis. and Mrs. Van a, cadier aes ,; ty tran t ted to furnitu of thinking. Buying 1 ritical—and it 3 
nlo held thriat r ce the ime need Adia lea | \\ tern i tum o different You owe 3 th con And 
ee ee ee , oc 8 sporting gece l ivestmmcnt al . J tin ts invest ou can’t buy what yu Lik vu ta t 
al partment i i og in thontin md fish nent. not it tock hecause near] per hat the publi vant 
a paparem rial in aM tem if of the tf iit i re pecial order e ‘And you can't sell furniture through 
il idy ha pt n the need { uch a ste | fi \ P rr n realizin def ippliance '\ lesmen ( a onclud 
as =~ marae it lngher profit than on apphances an It takes men with different itlook, a dif 
‘hes ¢ en ts bemg don 1\ ' { ind f tol ob ferent method of handling th ustomel 
thout negiectin if mayor cttort im Phiulce if " j wild an that \W term , \\ 1] trvin to train it { ' iwpliane 
Bend md Westin THOU se ipphian pri n ib Pi ) a it ' — om ta handk ne one er not an 


— ee 
account for half our volume 


CO IEE us, furniture is a $15,000.54 


OOO a month sideline i month 
ifter parcded nto th field if we can 
ec that moda oon t wie ( mint fo 
more than half ou olume i Dean 

wana of Western Apphance ¢ 


Sun Jaws Coalit Ih long established ppl 
noe VV me merchandising firm headed b 


in} VICdCrauel lon " i nithon-plu 





We went into | ing oF turn FULL-LINE OF FURNITURE has become a $15,000-a-month sideline at Western Appliance in San Jose, Calif., 
ture for two tea Cowgel ind may eventually exceed sales of appliances-TV. Store devotes two-thirds of space to furniture 
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merchandising 
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ROOM AIR CONDITIONERS: “Instruction” Circulars Jolt Customers 


Shocker door-to-door circulars t 0,000 cition information on wiring, filters, the Last year’s air conditioner unit sale nostly 
icighborhood families aided dealer Irving Ad firm ’-Point Service Special” for $9.95, and in Fedders, ran over 200, a 33 percent increase 
tz, Ad-Ritz I'V & Air Conditioning Corp ther services offered by this dealer over 1956, ‘Twenty percent of all transaction 

7 63rd Drive, Rego Park, Queens, N. ¥ represented service jobs, the balance new sale 
to boost his pre-season air conditioner sale ODD-MOMENT PAYOFF. ‘Ten thousand ind installation And Adritz attributes hi 
ist year to 100 unit (his productive better circulars go out at one tim tarting in percentage iles jump to his circulars program 

1 merchandisin idea | ilreads peal November. Iligh school youths distributing 
heading his push for pre-season 1958 busine the circulars for Adritz stick to apartment LESS THAN ONE CENT APIECE. How 

Dealer Adritz starts with S4x1l-inch page dwellers in the immediate neighborhood, much did the circulars cost? 
featuring such shock headlines a WARN tuffing them in mailboxes and under door About three-quarters of a cent api 
ING!” and “INSTRUCTIONS!” These eve Coverage 1s indiscriminate and requires no vs owner Irving Adritz, “or about per 
itchers are followed by advice to tenant claborate planning. In fact, Irving Adritz pre 9,000. And it’s more effective than direct 
naking the circulars at first glance seem a pare ind sends out the circulars whenever mail or new spaper advertising. It also give 
notice from landlords. Neatly woven in the things are slow in the shop and he can pr us a chance to promote confidence in our 

py al pecific details about room air con pare the copy and run off the imprint tore rather than concentrate on price 


IDENTIFICATION: Photo Contest Establishes Name RECORDERS: Xmas Music Sells 


\ 10-year association with another local trant in a “personality contest,” to be judged Visitors to Skagg’s of Denver, Colo., at 
ipphance firm that carned his name_ before from the pictures. As suc h, each was eligible Christmas-time get to hear taped reproduc 
he opened another firm has necessarily given for one of three grand prizes (encyclopedia, tions of music presented in a way that in on 
i “new location” approach to many promo table radio, electric train), plus enlargements recent season sold 17 expensive recorder 
tions staged by Harry Snook, head of Harry Parents were instructed to return the follow 
Snook Inc., 7th and Pecan, Charlotte, ing week to pick up their free 3” x 5” color NO SKILL REQUIRED. On a table just 
N.C. Recently, he came up with an activity prints, one per child. ‘The 800 who did so inside the door Skagg’s placed a $289.95 tap 
that had all the elements of a good location found the pictures attractively mounted in recorder and kept it running throughout stor 
builder, plus some marked effect in the fields idvertising-free folder frame Another 150 hours. Prospects attracted by the sound saw a 
of goodwill and mailing lists. For three days, prints were mailed out. ‘The promotion (cost mall sign reading, “This music was recorded 
parents were invited to tak their kids (six ibout $850) boosted volume, created goodwill by a 17-year-old boy with no previous experi 
nonths to eight years) to the store, where a by the bucketful, and put fresh names on ence. Anyone can do the same.””) What pro 
portrait photographer would register the par Snook’s mailing list. More important, it got duced customer interest and the eventual | 
ents, then take a color picture of each child 1,096 consumers into Harry Snook then iles was the fact that music of such superno 

Iver ubject automatically became an en ifter a week, brought S00 of them back again quality had been recorded by an amateur 


RANGES: Broadcast Brunch Doubles Sales 


t merchandising to tie into a util vere prospects pleased with their meals and ver explained pimaniy by letting im-stor 
t t mge promotion, but it brought thie yperation of in clectric range, but Turner prospects ash thie questions durnng the id 
tter 1 ts for Pierce Supp! ( (Jrange, va ible to broadcast prospect mipression how As a result, the 15-minute i tiirie 
vhen dealer L. D. Turner invited hi 06 that listeners were equal mpressed, ‘The out to be an effective 15-minute commercial 
ects to the store for brunch cooked on program im was to sell range but th 
in electric range during a live radio broadcast technique was to increase interest in the RESULTS: In addition to radio time cost 
from the stor range through explanation of it operation 530 was expended for a phone line and 
during broadcast demonstration By keeping for food. During the five-week penod, th 
SMALL INVESTMEN' Pierce nvested i tele ph mie handy during the broadcast, the tore more than doubled its total sales « 
7 for radio time, got 15-minute how iudience actually heard transactions com ny previous five week period in the hist 
thi times a weck for five week Not onl ple ted and sales made. Range selling feature of the establishment lend 
7 
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Gibson's new refrigerator line 
warms the cockles of Chuck 
iv . Gibson's heart. And well it 
Open this hould. A really serious prospect 
is half sold before you open 
the door. Gibson Trimline, the 


- trim new line of modern living, | ‘ 
refrigerator eae nts an pont 8 front to ) 


America’s style-conscious 
’ women, And with Gibson, you 
door and yOu | have something for everybody 
two Super Custom 2-door 
(18.5 and 14 cu. ft two 14 cu 
7 ft. models, both packed with 
close the sale, 


features modern women insist 
upon, and an 11.92 cu. ft 


asserts Chuck Gibson, price leader that makes no 
president compromise with quality. Not to 
mention two Space Saver 
model both only 24) wide, 
one with and one without a 
lreez’r Locker. It’s a lineup 


to inspire the confidence of any 


president...and every dealer! 


introduce the new 1958 Gibson line 


Reading from left to right: Confidence, born of growing 
up in the appliance industry, in the person of Chuck 
Gibson, president; sales savvy that springs from decades 
of feeling the public buying pulse, as demonstrated by 





Sol Sweet, executive vice-president; and a tall package of 
well-tempered enthusiasm named Bill Conley, vice-presi- 
dent, sales. 


Three old pros from Gibson, each with a piece to speak 





about the 1958 Gibson line. Their confidence, sales 
savvy and enthusiasm are rooted in a combined knowl- 
edge of the appliance industry it wouldn’t be easy to 
match. And these men know your side of the business as 
thoroughly as they know their own. When they say, as 
they do, that the 1958 Gibson line is slated for sales 
success, you can start oiling up your cash register. 

Sut first, see your independent Gibson distributor. He’s 
armed with a bulging portfolio of inforrmation about the 
1958 Gibson line that includes a complete promotional 
package. And he’s ready to talk turkey. 


Not everybody talks about the weather. Gibson 
dealers talk about Air Sweep, the exclusive Gibson feature 
that makes a good air conditioner selling year out of any 
year. Three different series, each with Trimline design, will 
make their 1958 debut soon. 


Press time news flash! Gibson's anxiously awaited 
De-Humidifier is off our designer’s drawing board, about 
to go into production. You'll hear more about this newest 
entry in Gibson’s new line soon. 








PAGE 46 DECEMBER, 1957—ELECTRICAL MERCHANDISING 












“It's 30” of 


Sales dynamite, 


waiting to be 


triggered,” 


forecasts Sol Sweet, 


executive vice-president 














Sweet talk? Hardly that 


Sweet doesn’t go in for it. But 


Sol 


he’s a man who can spot an 
appliance best seller by reading 
the engineering blueprint 

And he makes no secret of his 
views of the ’ 
line. The 30 


just one model in a line 


8% Gibson range 
range shown 
here is 
that also includes two other 

30° models, a 40" model, and 

a feature-packed apartment-size 
range. Put them all together 

on your sales floor and you've 
got a compact, eminently 

salable line of modern ranges for 
the modern household. Gibson 
calls them ‘Trimline. You, like 
Sol Sweet, will happily call them 
“sales dynamite” 























refrigerators 


ELECTRICAL 
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electric ranges freezers 





1957 








air conditioners 


“I'd almost be 






willing to bet you 





could sell this 






Gibson freezer 









to an Eskimo!” 


ventures Bill Conley, 










vice-president, sales 


SOM - 


dehumidifiers 


Bill Conley 
be a little out of hand, but 

it isn’t misplaced, You should b 
able to sell one of the freezer 

in Gibson's 


enthusiasm may 


‘DS line to almost 
anybody in the market, Eskimo 
excluded. ‘Trimline design, 
capacities ranging from 350 
pounds to 668 pound 
(4) and chest-types (2), 
ironclad Food Warranties from 
one end of the line to the other 
That's a lot of selling story 


upright 


by itself and we haven't even 
mentioned the arm-length list 
of product features. Don’t take 
Bill Conley’s confidence 

lightly until you've seen the 

‘D8 Gibson freezer line. It could 
happen to you! 






Gibson Refrigerator Company 
eenville, Michigar 
vis 


of HUPP Corp 


PAGE 



























Even if you don’t expect to get rich on service you don’t want 
to lose your shirt—-which means careful attention to the estab- 
lishment of labor rates, callbacks, parts prices, schedul- 


ing calls, and even the little details of serviceman behavior 


468 


series on major appliance service 


EDITOR’S NOTE: This is the eleventh and last article in Mr. Brockwell’s 


In a revised and expanded form 


these articles eventually will be published as a book as was his first 
series on sma!l appliance service (Small Appliance Servicing, McGraw 
Hill Book Co., 


By P. T. BROCKWELL, JR. 


li. How to 
Make 





It Pay 


I you were to ask three of your compet 
tors what “making a service department 

pay’ means; the chances are you'd get 
three different answers. One dealer may want 
his service department to be entirely self suy 
porting and to yield a reasonable profit; an 
other may be itished to break even on ri 
pail till another may be willing to tolerate 
light losses on service, feeling that such 
losse ire offset by the indirect gains from 
cw ippliance sales resulting from leads fur 
nished by his service department 

Sometime you may wish to experiment 


with vour retail labor rate, shaving it till 


break even; or you may even misider 

idizing your service department But since 
1Osse ire easy enough to come by during the 
carly months of any new venture, it 1s much 


" 
more advisable with an embrvo servi 


mization to establish a retail price fo 


vhich hold prom fa fa yront 
Pricing and Terms 

Vime Charges. ‘To | ns wh 
familiar with the ipphiance 
the labor markup which we shall suggest ma 

me as a shock But it must mcm 
that the rate innot be compared with an 
of those used in the contracting trades. Ele 
tricians, for exampl iften go directly from 
their homes to a job and stav there all da 
thereby giving thei mployers a full eight 


hours of productive ‘ 


An ippliance erviceman mm othe the 
hand, Tia iverage 5 per ent iT More i 
travel time, depending upon the area h 
crve Careful routing, of course, holds thi 


figure to a minimum. And though the rur 
erviceman has greater distan to travel be- 


(Continued on pag 
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The Confident Wife 
whose job is wizard 


With more demands on her time, and a determination to keep young and fresh, 
today’s young reader-wife knows she must use the most modern home 
appliances. These time savers take the drudgery out of her daily tasks. Their 


magic reveals her as the wizard she has to be! 


That is why she reads the appliance pages in Good Housekeeping. She knows that 
every appliance, large or small, on editorial or advertising pages, has been 


checked by the famous Institute. 


And she knows that Good Housekeeping gives her more than twice the pages 
on Home Furnishing and Appliances than its nearest competitor. She learns more 


feels sure—when she sees it in Good Housekeeping! 





Good Housekeeping xave 

its readers 116.5% more 
editorial service pages on 
appliances, home furnishings 
and home management 

than its nearest competitor 
in the first nine months 

of 1957 (Lloyd VA. 

H. Hall Co.) 


27.4 





G000 MAGAZINE MAGAZINE 
HOUSEKEEPING 6 Cc 


The 





<Gis! 8g ine o> 
eo" Guaranteed by» 
Good Housekeeping 
uw Soy ) 






huying 







guide 


of 31,000,000 





45 apvennistn WOE 


women 


(Crassley) 


She’s so sure when Good Housekeeping says so 


E | 


EC 


TRICAL 


_— . , . 4 Hears Sannin 
The November issue reached a high of more than 4,200,000. (Pub. Est.) 
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New General Electri 
OPERATION — os 


BIG TICKET to get your full share of 





Realistic Big Ticket Plan, available through 
the help you need—from 


ODAY’S astonishing kitchen appliance market, with its 
heavy trend toward complete kitchens, is big, booming 
and begging for attention. 





Its surface has barely been scratched. 

Now Big Ticket comes up with a complete program of 
all-out assistance to let you capitalize on this opportunity. 
Now you can sell the most wanted line of complete kitchens 

practically on a shoestring. 





We're not asking you to swallow that whole. We want 
to tell you what you get on Big Ticket—from beginning 
to end. 





First of all: realistic financing. Big Ticket begins by giving 
you the most effective selling tool in the business—a spar- 
kling General Electric Display Kitchen—on credit terms 
available through General Electric Credit Corporation. 
For instance, for as little as 10% down, you may be able to 
put a display kitchen on your floor. That’s all the inventory 
you need. Your General Electric distributor supplies the 
units you sell as you sell them. 


How do you pay for these sold units? Under its Work-in- 
) cc 1. 8 nen nave — : Dae . , . 

For as little as $180.00—a 10% down payment you may be able to put Progress Plan, General Electric Credit Corporation will 
a G-lX Display Kitchen like this on your floor, And that’s only the beginning. finance your total outlay for major appliances until your 


Read these pages and find out more! customer's kitchen is completed and accepted. 


You seli without inventory! Your General You sell the most preferred line in the busi You sell the most pre-sold appliances! 
Electric distributor supplies all appliances ness! Independent surveys prove General Wherever you look—or listen—there’s G-E 
as you need them Electric ranks first with women Major Appliance advertising. 
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sales plan helps you 


the rich, ripe kitchen market! 


your General Electric distributor, outlines al/ 


floor plans to finance plans! 













ELECTRIC 


Now ... about customer financing: New General Electric 
Credit Corporation Kitchen Modernization Plan lets you 
sell for as low as 10% down with less than typical monthly 
car payments spread over not 1, not 3, but 5 full years. 


To help you handle installation — and get the extra profits 
that go with it— your General Electric distributor's factory- 
traine« specialists will work day-by-day, step-by-step with 
you on selecting and setting up * complete installation staff. 
That’s only the beginning. Gei. «al Electric distributor ex- 
perts will be at your service to help plan your kitchen 
layouts, color schemes, decoration, design. They'll make 
estimates, blueprints, supply color swatches, even give sug- 
gestions on painting and floor covering. 

If you wish, you can take advantage of a complete selec- 
tion of hard-selling mat ads, radio scripts, full-color promo- 
tion slides, and a full-length technicolor movie for use at 
women’s group meetings. 


And what a line of kitchens you'll sell! The General Electric 


Electric Display Kitchen. 


No inventory problems 
Electric distributor warehouse. 


Plans 


ar WN 


Most pre-sold line in the business. 


YOU GET ALL THIS... AND MORE 


1 Delivered to you for as little as 10% down 


Liberal customer finance plans—up to 5 years. 


you simply order from General 


plus color, flooring, painting suggestions. 






line is years ahead in style, completely integrated in color 
and design, packed with more sales features than any other 
line in the industry. 

Think it over. This market features a high margin profit 
picture. When you sell complete kitchens, you're not com- 
peting on a single-appliance price basis. You're dealing on 
a service basis in the sale of tatlored multi-appliance unts. 
And the man who can supply the service in this new field 
is the man who can get the sale—and the whopping, multi- 
unit profil. 

The big beauty of Big Ticket is that it makes it possible 
for you to supply that service and still have time to do the 
sell. 

Add it up. This booming kitchen business can make a big 
difference in your career. Get in on the ground floor 

See 
coupon. General Electric Co., Home Bureau, Appliance 


job you do best 


now. 


your General Electric distributor —or send in the 


Park, Louisville 1, Kentucky. 


General Electric Company 


Home Bureau 
a new General 
know 


Gentlemen: I want to 


Name 


City 


Live Better... electrically 


GENERAL @@ ELECTRIC 


'9a7 
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Appliance Park, Louisville 1, Ky. 


more 


about your new Big Ticket Plan. 
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“How to Make it Pay” 


(continued) 


i 
j ‘ ' ; 
roblen Ma f 
te , 
j ' hey 
! t b 

Vl " 

f the tern cha ' 
thor, | t| finy | 
Tal ! / 

’ ! ] ; ; 

“ne 

ho | ; 

f ih la 
i Titneat t') , 
thie t ! lit 
! I iat i} i 
i tf halve i transport 
tion S120 a week. I ecover that 
mnount trom th | 1 
tive work ould il for a reta 
rate of fan hou hich mean 
nid have to doubi Ho mone 
on labor just to break cn Ih 
leal markup | ) | nit You 
might be able te ct thi \) 
if “iu dont en timate lf 
TT ea nve free estimate our 
Cian tha i i TF mou 
four hou ny hact h 
cht 
Let. it this p it i 1 tine 
f «distinction bet no tre 
estimate and one which hare 
for, because the terminolo TL 
wholly accurate in either of the 
two estimating poli i 

1. A “tree” estimate | ne fe 


charges I 


it quoted and ifn | dom 
bit hich becom a t t th 
total tee if and " thy tirat 

ipproved 

A non-free estimate may be 

modified | mW vii b 
th olter t ippl Mliiitiiiiti i ae 

e chat lected at the t 
estimat quot 1 oan ! ! 
ibeyance igainst the tota 

harge ( toward = thr ircha 
price of a new to repla 
the fault i 

You should d le at the out 
vhich policy you prefer and 


wcordim 


fol 


youl pi ( 


7) away vet nothin | 
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f f ts such a hour or fraction, plus $1 for out of proportion to the amount 
( vorkmen each quarter-hour thereafter involved 
‘ t t ibilit Qn jobs for which vu 
cmp nen il ¢ nan must yaCKe ( pa t ind Scope 
TT tock mndlin nd the doz nake a second trip to omplete the What with pecial exchange 
of incidental ite ul 1 the vork ou should instruct him to plan for sealed mechanisms, of 
wk which { CA th ompute the total time of both fered by manufacturers to their 
t 1 hie tte t it apply th ise rate only iuthorized dealers, it is becoming 
i mice nore difficult eve day for one to 
f ) Parts. | the p f part ervice few if any other appliance 
t tl j t b nost deak pre fe te ise. each than those he is selling parti ularly 
f ic) file nanufactures ret ts | frigerat ind automatic washer 
KSa i in th heet en th i th | int hxc pt f I crators and aut 
Base Rate | th j | i Va | ent su h mati vash though one ad 
t t t t keeps p uniform é fication may be attempted if 
4 , j thy th t +} i ifactu ( j nan hdppen t by 
thi t t i NH i ( ( noarra 1 jue i¢ vith broad ! i jlan 
th ( Ky nou | ble ) ( ! Su h renlow 
iM thie i n i nall mW) lane in tell you h fal l 
t ft} fom hich you bi n lots of ite in S¢ icin ther make f 
the tirst half | il it t | uch a p { NH vill know f nh ) n 
if i i l ti ma thie tar vhich ha I i pl d d 
t hat " ad ¢ t ipp] broth man icturel lavin 
thi i i ) lerms 3 win t t po bly the i parent in 
t C.O.D. pol repa whose proc ts ha trikin m 
! ! ¢ binnate i t ! with } struction som I 
! ! ! ! iT MH ial] thes¢ ip] il I b in 
f those ua nt lin 
mad man f the tal t na 
eT iterchangeable with those 
i ur present epa t uk 
But h iwa i i inds f 
vhich you cannot get a « | 
ount on parts. If you don’t, you'll 
lose in either of two wat Swa] 
ping dollar on repair part just 
nt pra tical; and if vou mark ul} 
their retail price u'll wind pin 
omebods doghouse for e! 
Guarantees 
New Appliances. Of « you 
ire familiar with the service allow 
ince given by the manufacturer to 
his servicing dealers for taking care 
of his own in-warranty ile Th 
imount of this fee 1 irefully 
vorked out by each manufacture 
to cover the iverage cost f i 
warranty service for a pecin ip 
pliance. You are not likely to get 
rich on this sort of busine ut if 
your repair department perate 
with a reasonable degree f efh 
ciency, you may not lose an 
money on it either 
Repaired-Appliance Warranty. It 
you establish a liberal pe for 
handling recall ou ilmost 
certain to be mon ihn nm the 
long run And there is nm int in 
our becoming involved in the 
mino idjustment vast time 
vhich l preter t itilize 
nm la natter Rath it 
yu ( icema iuthorit lak 
idjustments f the unintentional 
faulty workmanship—which creep 
n moth most n ntiou 
FIG. 1. This service order form in triplicate will serve for most small and medium 
ized shops you decide to use if as if is, instruct your printer to use buckshot VOTRKCT OCCd Na : ; I 
blackout on the duplicate, only, instead of the box headed ‘‘Time Charges’ so the inexplainal le and untim 
that your serviceman’s time calculations will be obliterated on the customer's ond failu f yme part ( 
receipt. This information should not be withheld if it is asked for, but to lay it open justment And don’t fe » ah 
every customer is to invite many time-wasting debates, for some persons are . eS Bae , 
natural clockwatchers, but you can be sure your repairer’s written record is more 2 r part metimn if 
reliable thar customer's memory ealed damags 1 transit 
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You can’t eliminate such troubles 
entirely, but there is so little of it 
yeu can easily afford to make an 
adjustment within a_ reasonable 
period of time and thus avoid dis- 
putes which could lose you some 


good customers. Three months is 
a period widely used, though a 
year is not as frightening as it may 
scem—if you have a_thoroughlh 
trained repairman 
Forms 

Work Order. As with many 
other business forms, work orders 
for appliance service can be ob 
tained as a stock item with your 


imprint added from printers who 


specialize in that kind of material, 


or they can, of course, be made to 
order by your local printer. Which 
ever you prefer, the form illus- 
trated in Fig. | shows the essential 
requirement If you plan to 


modify the suggested form to suit 
need ot 


chec k 


Onn pecihe 


be lire to 


your 


final 


own, 


your COpy 








office where, during the day of 
assignment, they are stacked in the 
same order as their counterparts in 
the serviceman’s holder 

When the 
the triplicates can be filed numer 
cally 
poses: to locate an order by number 


when the 


work is completed 


This file will serve two pur 


name is unknown, and 


to establish a chronological record 


of service business received. Krom 
this record you can tell in a mo 
ment, by subtracting one serial 
number from another, how many 
calls were received for any given 


period ot time 
Purchase Order. Although som« 
form 


manufacturers furnish these 


specifically designed for ordering 
repair parts, for the convenience of 
their servicing dealers, your service 
man may find it annoying to have 
purchase order copies of different 
izes and shapes to handle—which 
may be the case if your repair part 
from several different sources 


If vou 


CONE 


prefer to use your own 








FIG 2. A card like this makes it clear to your service customers who are not at 
home that they must call you again before the job will be rescheduled. 


thoroughly before sending it to the 
printer, for every item on the 
sample has*a definite us¢ Those 
above the double horizontal line 


remind the call taker what informa 
tion to ask for, those below, remind 
serviceman what he 

Naturally 


of your own 


should record 


you'll have some idea: 


ibout these forms, but 
as a suggestion, three parts in dif 
will suffice for a 
or medium-sized shop 


The 


issued to the 


mall 


| 
O1OI 


ferent 
original and duplicate are 
erviceman when the 
job is assigned to 
When the work is completed, the 
original is filed alphabetically as the 
shop record, while the 


him in person 


duplicate 


serve he customer's receipt. 
Wh is assigned by tele- 
phe, your repairman, he can 


give the customer a simple cash 
receipt and tell her he wiii mail a 
detailed invoice the next day. 


Vhe 


triplicates remain in the 


ELECTRICAL 
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there i: 
houldn’t 
Not-Home Card. Sometiiing like 
the card illustrated in Fig 
handy for 
ind facilitate rescheduling jobs for 


forms, no reason why you 


will 
prove your serviceman 
who were not at home 
first call was made. A 
written on the back of a busi- 
ness card would serve the same pur- 
but the 


omething 


customers 
when the 


note 


form illustrated, or 
makes clear to 
method of re 
calls and 
serviceman 


pose, 
imilar, 
the customer the 
not-home”’ 


can be nandled by 


cheduling 
your 
in much less time. Some appliance 


ofter 


special design, which they use, the 


manufacturers may you a 
card for which is 
Q that it can be hung on a door 
knob. In any case, the item is not 
costly, for first 
thousand will last a long time 
Labels. Perhaps you'd like to 


cut and punched 


your order of one 


Continued on page 56) | | UW) | | ! 
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Donald J. Burdick 


14 Laurel Drive, N.E., Atlanta 


George Schroeder 
236 Sibley Ave., Park Ridge 


R. V. Palmaquist 


7208 Reite Ave 


Ray Ruppelt 
1798 Townsend Rd., W. Ki 


Mel Pearson & Co 
1OLL S. Jo ephine 


Chuck Whiteside 
919 W. Main St., Platteville 


Vernon W. Brewer 
$48 Fifth St., N.W 


P. 


Denver 


4 





TOASTMASTER 


mt your Joaatmaater, Water eater 


Des Moines 


Hickory 





Heprerenaive 


0. B. Wilt Company 
1355 Market 


San Francis 


ti Paul Thurman 


2121 Boulevard St., Litthe Rock 


Manufacturers Distributing Company 
192 Lexington Ave., New York Lo 

Fred KR, [ 
604 Jackson 


Donald H. MeQuarrie 
221 Kathmers Rd Havertown, Pa 


Wi J. ©. MeCullough 
P. O. Box 156, Antrim, N. H 


hheld, O her 


Stoughton, Wi 


McGRAW ELECTRIC CO. + Clark Division 
5201 West 64th Street + Chicago 38, Illinois 


* Toastmaster’ and “tile Belt’ are 
Wadematks of McGraw Edison Co, Chi 
cago, marers of Toastmaster” Water 
Heaters, ‘Toestmaster’ tossters and 
other Towstmaster’ and ‘Trap Ave 


products 


MGRAWE 








EDISON ? 





ne U8 Oe On 
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INTRODUCING! THE WORLD’S 


TRULY A MASTERPIECE IN EVERY 
See it, you'll agree: THERE'S NOTA RADIO 





Zenith announces an entirely new concept in radio—the 
new all-transistor version of the world-famed Zenith 
TRANS-OCEANIC” standard and band spread short wave 
portable radio. 

There is no radio in all the world like this new Zenith— 
it is not only the smallest and lightest standard and band 
spread short wave portable ever produced featuring 8 
wave bands, but is truly a masterpiece of precision crafts- 


THIS IS THE ALL-TRANSISTOR version of the 
world-famed ZENITH TRANS-OCEANIC 
... the original short wave portable radio 


. and the success of the original TRANS-OCEANIC radio is history! Hundreds of thousands of your cus 
tomers throughout the world have tried, tested and proved this radio for over 16 years. Its list of own- 


ers reads like an International ““Who’s Who.” Now, as a companion to the original TRANS-OCEANIC, 


manship that only Zenith’s 38 years of experience in radi- 
onics exclusively could make possible. 

Since the very first TRANS-OCEANIC radio was produced 
in 1941, its performance and acceptance have defied suc- 
cessful imitation. The first TRANS-OCEANIC radio was the 
result of nearly 2 decades of pioneering in short wave ra- 
dio. And, this new all-transistor version is the result of over 
3 years of continuous Zenith research and development. 


. An 


Zenith introduces the ALL-TRANSISTOR TRANS-OCEANIC PORTABLE RADIO! 


POWERED TO 
TUNE IN THE WORLD 


Phe magic of tiny transistors powers this fabulous radio 
providing it with a spectacular reach! Actually has 92%, 
more undistorted power output than any tube type short 


wave portable 


TUBELESS...COMPACT... 
LIGHTWEIGHT 
Small, unbreakable tran 
sistors replace bulky vac 
uum tubes in the TRANS 
OCEANIC radio, making 
this world performing 
portable the smallest and 
lightest band spread short 





wave portable ever pro 
duced —virtually % the 
weight of conventional short wave portable radios! Trop 


ically treated to perform even in high jungle humidity ! 


OPERATES ON LOW COST 
FLASHLIGHT BATTERIES 


available anywhere, in the U.S. or abroad, Low cost 
transistor operation completely eliminates need for 
tubes, “B" batteries and AC/DC power supply. Opera 


tion costs only a fraction of a cent per hour 


“ @ 


8 SUPER-SENSITIVE WAVE BANDS 


Has International Short Wave, Standard Broadcasts 
Marine and Weather Reports, Amateur Short Wave 
Broadcasts, Ship-to-Shore, Ship-to-Ship Broadcasts 
[Che TRANS-OCEANIC gives you the finest in domestic long 
distance reception. Civil defense frequencies marked on 
tuning dial for use in time of national emergency 
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SEE YOUR 


BAND SPREAD TUNING 


electronically spreads each short wave band to allow 
up ot 1400% more room on the dial for every short wave 


station. Makes tuning more accurate, easier, faster 


ROTARY BAND SELECTOR 


= Slide-rule dial. Se 
| lection of all 8 bands 


fy i 







controlled by one 
knob; one click for 
each band. Dialite 
for operation when 
light is poor 


LOG CHART COMPARTMENT 


lists major short 
wave stations in the 
world, with their 
frequencies and 
hours of best recep 
tion. Dial-O-Map* 
Time Chart tells the 
time of any place in 





the world 


WAVEMAGNET”® ANTENNA 
WAVEROD ANTENNA 


the handle itself unfolds 
and telescopes to a vertical 
Waverod Antenna, for the 
world’s most sensitive and 
powerful short wave recep 
tion. Zenith detachable Wave 
magnet Antenna fastens on 
window, assures greater sen 
sitivity for standard broad 
casts. Gives unequalled per 
formance in trains, planes, 
automobiles and steel build 
ings ship-to-ship ship ac 
to-shore |? 


—=- 











felsiaielaast- lala 


this 


TRANSISTOR 
Trans-Oceani 
defies 


Compariso 





Virtually 
VY the weight of 
conventional 


short wave portables 


The smallest and lightest band 
pread short wave portable radi« 
ever produced. In a case 

12'% in. wide, 104% in 

high, 47% in. deep! 

Of chrome- finished 

metal and black leather 

Model Royal ‘1000 





a 
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VIOST MAGNIFICENT RADIO! 


PRECISION-CRAFTED DETAIL 
IN THE WORLD THAT CAN COMPARE! 


| New... wilh Suanbisler (TUBELESS) 


TRANS-OCEANIC 


STANDARD AND BAND SPREAD SHORT WAVE PORTABLE RADIO 


Smallest and lightest standard and band spread short wave portable radio ever produced! 





The world’s most magnificent radio 


8 INDIVIDUAL WAVE BANDS POWERED TO TUNE IN THE WORLD! 


ZT 


The | tele olla e mel ae adele llokt 





The ~— ater be sone the Zenith name goes on 2 ZENITH RADIO CORPORATION «+ CHICAGO 39, ILLINOIS 


Hearing Aids REMELMELR A battery powered portable is as nece ty in yout home as 4 flashlight iv of power la weed by (aid of othet emeree 


DISTRI auTOR 
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MAJOR 
APPLIANCE 
SERVICE 











“How to Make It Pay” 


(continued) 





furnish your erviceman with 
label bearing ur him name, 
iddre ind teleph number, 
which h yuld attach to the ippli 
ice he re pall Phi ha be re 
garded j free idvertising well, 


ilmost free—and will enable your 
custome! to get our telephone 
when they need 
ervice agam. If you like the idea 


study carefull thie 


numbe ro qin kl 


umnple of a 


label-prnting pecialist ind pick a 


type that best suits your require 
ment Many style ire available a 
well a everal different kinds of 
adhe iv¢ ba king 

Scheduling 


In order to minimize chances of 


error and oversight and to answer 


quickly customer heckling call 
there is nothing handier than a 
slotted box for compact ind logical 
classification of work orders in 
proc lor example, a box har 


ing about nine slots is small enough 


to be placed horizontally at the 


bach mad liglith ibove the call 
taker’s desk. (An eye-level position 
is ideal.) 


Six consecutive lots from one 


end should be labeled for the six 


working days of the week; one of 
the remaming lot hould — be 
labeied “Parts Owdered”: another, 
“Estimates Pending ind the last 


“Hold for Call” 
lor the current day of the week 


the triphi ite copies of work orders 


issigned will be in thei proper 
lot so that the call taker in tell 
if a lane whi h job ine sched 


uled for the dar If these in 
stacked to agree with the routing 


holder, he can 


be contacted for an emergency call 


in the serviceman 
in less than five minutes usually 
lo estimate how far along he 
hould be, allow about an hour or 
a little less 


Inactive work orders for which 


for each call 


parts have been backordered will, 
of course ro into the “Parts Or 
dered” slot and stay there until the 
parts arrive In the “Estimates 
Pending” slot, these 


stav for about a month, after which 


orders could 


thev should be removed to a closed 
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file In the 


] 


WouUul 


“Hold for Call” slot 
d go orders on which a call 
had been made but no one was at 
home 

With the e 


MCICYyY ¢ il] 


eption of emer 
24-hour scheduling is 


icceptable to most customers and 


illows your call taker to plan each 
da\ issignment with sensible 
routing in mind Jut when the 
next da lot contains five or six 


calls, it is wise to start booking 
therm for the day after so as to allow 
i little leeway for emergencies and 
And it is always a con 
venience to have a few orders which 
huffled, such as those fo 


minor troubles 


pill-over 


Call be 
and for customers 


who do not pin you down t 


Best Foot Forward 

When you interview an appli 
cant for a job in your service de 
partment, you'll have no_ trouble 
detecting any of the more common 
deficiencies in good behavior, for 
usually a lack of that sort will come 
dunng i 


out ometime quarte! 


hour conversation Let u - then, 
take for granted here the basi gen 
eral points of good conduct. 

Tact. In the list of pecific qual 
itive tact ranks high 


in applicant who seems well suited 


If you have 
in all other re pect yet his capac ity 
for tact appears to have a low break 
when tact 


ing point turns to 


temper—it may help him to render 
ou and your customers a_ better 
rvice if you point out to him 


that brittle talk from customer 


now and then is a part of the job, 
and every time he re-establishes the 
good will of an irate customer, he 
has met a challenge and won 
which is just as important to his 
ense of accomplishment as doing 
a satisfactory repair job. You might 
suggest he take this attitude: “I’m 
getting paid for it; so why not?” 
Tobacco. As for smoking on th 
custome! 
object strenuously, 
though few will register a com- 


job, many particularly 


nonsmokers, 


plaint lest they get the man in 
trouble with his employer for such 
i minor offense 
About the most advisab!e polic y 
to forbid smoking in a customer 
house and/or in her presence, even 
lor cx 


on the door step imple, if 


he were smoking when the cu 
tomer greeted him at the door, the 
are he’d have to make hi 


introductory 


chance 
remark with the 
nauseous appearance of a hoodlum 

1 cigarette dangling from his lips 
while talking—for he’d have his tool 
kit in one hand, his hat in the 
other, and his order holder possibly 
caught under one armpit. The one 
exception to this suggested rule 
would be to tolerate smoking in a 
ventilated basement room having 
a concrete floor, when the customer 
is not near enough to be annoyed 
by the smoke 


eems hardly worth considering on 


Even this exception 


jobs which run a period of less than 
two hour 

It is true that a serviceman who 
enjoys using tobacco will in some 


cases gain time in dealing with a 
5 

















GO OUT AND GET THE PINCH BAR FROM THE TRUCK, JOE.” 
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walks away 
job just long enough to 
have a smoke. Call it psychologi- 
cal nonsense or what you will, but 
it breaks a tension for some fellows 
ind often they return to the prob- 
lem with an entirely new approach. 
If your serviceman is like that, su 
gest to him that he go to his tru 


technical snag if he 
from hi 


k, 
as if for some tools, and get a 
quickie en route. ‘The walk in the 
fresh air may do him as much good 
is the smoke, or more, particularly 
if he has been forced to work a 
rather long time in a very cramped 
position 


Intoxicants. ‘The use of an alco 
holic beverage, even beer with 
lunch, 3 By all 
means you should forbid such a 
practice at any time that would 
enable a customer to detect on the 


another thing 


serviceman’s breath even the slight 
est hint of alcohol. You simply 
cannot tell what will happen if a 
customer discovers that your ser\ 
iceman has had a drink. It may b« 
an unfortunate coincidence that 
she has been somewhat displeased 
by your serviceman’s handling of 
the job or the amount of his 
might be on the 
warpath from something that hap- 
pened to her before his arrival, but 
one little whiff may drive her to 
call your office and declare him 
tipsy; Or, even worse, she may 
not call your office at all—she may 
tell a dozen or more of her friends 
Many dealers consider the break- 
ing of this rule 


charge , OF she 


grounds for im 
mediate dismissal without advance 


notice 


Profanity. ‘The use of even mild 
profanity in the presence of a cus 
hould not be 
Moreover, it i 


ourage your serviceman to culti- 


tomer tolerated 


a good idea to en 


vate a direct, businesslike manner 
slang 
terms. Your candidate might have 


ot speaking, ivoiding even 
picked up some of the trade jargon 
in a former po ition, but make it 
lear to him that 


eptable in talking with his col 


such may be a 


league but 


tomer \ common example, is to 
iv that a motor is “‘shot’ 
that it is worn out or burned out 
You might point out, too, that 
careful 


too obscure for 


, meaning 


peech will ensure him a 
degree of prestige not otherwise at 
tainable, for customers are inclined 
to regard the refined talker as 
technician; they look 
sloppy one as a tinker. 
It’s most advisable to make 


upon th 


the foregoing points clear at th« 
so that you'll not have 
plague your serviceman from tim 


outset 


to time with unfavorable criticism 
and risk losing a customer with 
each serious infraction. End 
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Completely Safe and Patent Protected 


YOUR YEAR-END INVENTORY 


STORY STARTS ON PAGE 41 








4. LAST-IN—FIRST-OUT totals would be added together and v 
divided by 10 for an average cost 
LIFO i 1 more ompli ited of $342.50 for the b inning in The ALL NEW @ i Up ' 
method than anv of the first three ventory ‘eet 
ientioned. However, since the Fed If your ending inventory this SKU DIMP EX € 
eral Ce t has ruled that R. H year was less than the ten you had TTLE- L 
Ma 


ind Co, is entitled to about it the start, it is assumed that all a HEATER 
nine million dollars in tax refund, stock purchased during the yea: ELECTRIC SPAC 


nd more appliance dealers was sold and you have eight left of OFFERS MORE PROFITABLE SELLING FEATURES 








ire interested in how this in be the original ten LIFO does not 
to their busine identify specific serial numbers of Here's the only portable electric, pace heater of its kind on 
} the market today. Check these advantages 
The biecti f the LIFO in ipphiance just the dollar value of ; , 
' e New thin-line design is available in six compact unit For all ‘round use, the medium 
en valuation method j; to the stock offering thermostatically controlled comfort in any climate ~ By leo — pent 
facia af a conver v0 J 
ha urrent ost igainst curre nt On the other h ind, if you had e No fans, coils or moving arts to endanger the family when needed and takes up 
the minimum storage area 
] } . \ r Y On . . } ( *“ u ol e 4 
ile Thus, the profit is kept in more than the original beginning Maxim re urtace Ii ne 190" ts sale seats revs “peek 7 when not in use 
1 ' , iva t irning corching or igniting fammable materials 
I t! re tf or oO > ‘ > > = 
ith 1 Curren yperati n The inventory of 10 at the end of the Automatic cut-off shuts off appliance in che event of abnormal 
pront based on the sale of ippli vear, you would have to calculat operaning conditior 
in t on holding inventorv for the value like this e Electric element provides economical heat to permanently 
ul-filled heating channels giving trouble-free service for 
ICTease . : ‘ 
Be ginning inventory ics long life Smatier models are ideal for 
I u decide to use LIFO for 10 at $342.50 e Guaranteed for two years by the manufacturer against Closets and storage area 
| — ' , Cost of operation is little more 
the first time this year it will be Purchase in March fective material than an electric light bulb 
Neu cle ile t \ ho h ive t $357) 00 @ Attractive Gold colored baked enamel finish ay Beg problems due 
Mh ae v Za »4 ) dampness 
not | iously filed an income tax Purchases in August 
' 1 for the busine in auto © $261 Write today for complete information on this revolutionary new SKUTTLE-DIMPLEX Electric 
; : ; 4 at $360.00 Space Heater 
vot dop voter 
ates opt thi tem. Estab Inventory at end of Year 14 


lished de ICI vho | ive ee sing 
ho h been using his is the calculation you would MANUFACTURING CO, 
one f the other three method 
bi ed re a - have for the 14 items on hand at MILFORD MICH 
. ied mu ipply for permis tue snk aliiaaen nes ’ 64 


n to make the change ' aeaeieaiion 





You must file Federal Form 970 10 at $342.50 $3,425.00 
ivailable from vour local Internal it $350.00 700.00 
Revenue Office) with your final in 2 at $360.00 720.00 
me tax return for the year you 
vant ¢t make a change to LIFO $4,845 00 
fy ir present inventory valua If you had used the Cost method 
tion method ou would take your most recent 
Next, you must take vour entire cost for the valuation. For instance, 
inventory, or the section of your in this might be $360 for the 14 re 
itor ou intend to ipph LIFO frigerators you had in stock at year 
t t t. You can use LIFO for end Thus, your inventory valua 
tion of ur inventory and tion would be $5,040.00 [his 
the tem for another part might be changed somewhat if the 
| stance vou might mventory market was lower ind you u ed the 
ill 3 ir parts at st and vour big Cost or Market method 
ticket applian it LIFO As you can see this LIFO inven 
y beginning inventory must tory method is more complicated 
rated to arrive at a cost for than the other three systems of 
this stock. For instance, if last year iluation. However, in times of 
n your ending inventory you had rising prices there are definite ad 
frigerators of one model in vantages to this system for appli- 
1» would need to prorate mce dealer tax savings that 
th t Assume that five of these will offset the extra trouble and 
had a cost of $320 and work in using the LIFO system of 
fiv« t of $365. These two inventory valuation ee eee When you deliver the new television set, 


it’s a real thrill for any family. Show 
them you agree by delivering it carefully 
and installing it expertly-—and they'll be 
your customers for life. One sure way to 
make the right impression is to make 
your deliveries in Webb Wrapabouts 
They protect everything—the appliance, 
the customer's woodwork, and your rep 


Webb Manufacturing Co 
29188 WN. 4th St, Phila. 33, Pa 


Please send me prices on Wrapabouts and 
Stingabouts for 


FROSTY JANUARY WEATHER . . . is o g00d time to 


plan appliance sales for the coming year. For hints on what to expect in 


©) ranges © radios () alr conditioners 


utation as a service-minded merchant. 


1 

| 

| 

| 

| 

| 

| 

| 

Orv 0 washers () retrigerators | 
1958, and for a rundown of what the year 1957 has meant to various seg- 
| 

| 

| 

| 

| 

| 

| 


a a eae ae a ee 


FIRM NAME Webb Wrapabouts are made of water 
ments of the industry you'll have ELECTRICAL MERCHANDISING’s January sven repellent canvas, thickly padded, and 
. aeenene flannel lined—and they last for years. 
statistical issue to guide you shortly. And, in February you'll find a , 
epuaa diier dais “commen (Se WRAPABOUTS 
Special Report on air conditioning an equally important sales planning aid. | ZONE __ STATE For Radio, HiFi, TV 
a and Air Conditioners 
a ee j For major appliances use Stingsbeuts 
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FRIGIDAIRE 


New Golden Anniversary Models 


=” SPATTER 


ate MOST 













\ NOW-Broil 100 Times 
\ and Never Need to Clean the Oven 
\ No spatter on oven walls to clean after broiling! Foods broiled 


‘ to perfection extra fast —like charcoal broiling 
a | 


a NOW —“Dial the Doneness”" 
Betore Broiling 


One turn of a dial to “Rare,” “Medium 
“Well Done” — or anywhere in between 


does it automatically. No shifting 





she lve S or guessing 


NOW -Broiler Pan Swishes 
Clean —Without Scrubbing or Soaking 


Jecause fat is kept cool and fluid, broile: pan 15 easy to « leat 


as a china dish 


COOPCVPEOULTEOELEDETTILEDEEDEDELOEOE 


GIT Wy YG, 
egtar yh io] [orn 
ra ae: 4 ti 4 WZ 


ce MMMM Ein 





\ “amma === 
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SGA ante 


THE NEW SHEER LOOK-PLUS 


More practical, more glamorous than ever—in style and in step 
with the future. Plus New Sheer Look Colors, sold by Frigidaire 
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| PRESENTS = 
| ANNIVERSARY 
a) 


) for 1958 celebrating 5O years of General Motors Leadership 


Act BROIL 


AUTOMATIC RANGE 
EVER BUILT 


Here—beyond any question—are the most com faster-than-ever S-inch Heat-Minder that prac 


pletely new electric ranges in a decade tically eliminates burning and boil-overs. And 








just watch that sizzling-tast Speed-Heat Unit 


Here is all-new Sheer Look styling, even more : 
in action! 


glamorous—even more practical than ever before 


Then, there's the new all-electric Meat Tendes 
Here is all-new cooking convenience—with the that sets the “doneness’ in roasts before they start 
greatest array of automatic features ever seen cooking 
ee You ve got a brand new rotisserie too (optional 
Start with AUTOMATIC SPATTER-FREE BROIL 


at slight extra cost)—the one rotisserie that never 
ING — the cleanest, most foolproof broiling and 


gets off balance. 
grilling method ever devised 


Backed by All-Media, 


Add to that a control panel that practically Nationwide Advertising 


thinks for you. Automatic oven cooking instruc 


P lo give this story the full-scale Impact it deserves, 
tions are printed right on it ‘ 


Frigidaire will spread the word nationwide with 


Easiest to Use —- Easiest to Clean compelling 4-color ads in all major media—with 
Yes, it's America’s easiest-to-use electric range dramatic demonstrations on its new network TV 
Easiest to clean. too — with control knobs that smash hit, “The Patrice Munsel Show” — with 
slip right off in seconds livewire promotions geared to mass market sales 


And talk about convenience—look at that new Yes, Frigidaire is going all out to help you tell and 


sell the most exciting range story in a score of 
years. 


easy-to-set Cook-Master that controls barbecuing 


as well as baking and roasting—all automatically 


Want more that’s new —and news? Try the new It all adds up to more dramatic proof that 


FRIGIDAIRE 


is on the march 


SEE 


New Adolridd “THE PATRICE MUNSEL 


FRIGIDAIRE MID-WINTER MARKET SHOWING SsHOW"' on TY / 


Chicago’s Hotel Sherman—Bernard Shaw Room 
Monday, Jan. 6 through Friday, Jan. 10—9 A.M. to 7 P.M. Daily 


COME SEE THE EXCITING GOLDEN ANNIVERSARY MODELS 











New adventure in space buying! Gal- 
loping galaxies! The Post has blasted off on 
another record-breaking flight. Space men, 
just look at those third-quarter figures for 
household equipment and supplies. Far 


ahead of the rest of the weekly field! So for 





Dy 


supersonic sales buy the Post! You’ll get the 
best space platform ever plus the world’s 
greatest selling force, The POST-INFLUEN- 
TIALS. Remember THE SATURDAY 


EVENING POST sells the POST- 


INFLUENTIALS they tell the others! 
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ANNA A. NOONE Editor 


new products 


dicator on control panel; Broilaundes Philco-Bendix, lint-free, tumble a 

glass broik pushbutton surtae tut tion model W-4 ha lb. capacit 
switch th heat Vater temperatur for vash and 
In addition to above range model rinse cvcl itomat vater muset 
Phil { ha 1 +\ md i ' 1 CCONnOTN porthole ill door detergent door on top 
mode] hvdrauli hock absorber su pension 
utomati vcle im 3 rinses; white 


tandard; pink, vellow or green exterior 
nish on order 
Nine wringer-washer models are also 


i luded Time ilit 











Dryers 
Four clectric and 3 automatic ga 
dryers in 19 linne Custom, electri 
wrinkle-free Dk-68 circulate 20 
tin heated air; one setting for all fab 
7 front mounted trap; Bermuda 
Coral backsplash; musical shut-off sig 
nal O0-watt high speed unit; 1S Ib 
vet ipacity; white, pink, yellow or 
n pastel D689 identical with 
Philco- Bendix triple duty filter dispenser bo except it has an S000 watt heat 
i init 1) OS Deluxe, wrirkle 
free culate 0 cfm heated au; | 
Phile bination refrigerator-freezer Philco 20 cu. ft. upright freezer Laundry Equipment tting; front mounted lint trap; musi 
Philco Bendix Ball Pom! washer ill ul hut-olt una UU-watt element 
“ . we? model top Custom model 2) oe ha () fin soar; )§=6diagonal 
PHILCO 1958 Line of Refrigerators, (Wo. eisai! sijuts peed to Dalles: safety posthole door; from 
cy: any ned wakes lections: 2 mounted lint trap; 5000-watt element 
e Vashing peed itomat diunent Is Ca gah a soy 7 DG-686 and 
; ny inal detergent ’ hod 2 OD , oO an 
Ranges, and Laundry Equipment . pee : bee mg Bro 7 td . : 1-6 imilar to electric models using 
: ish setting: extenor finished im white ill types of gas as a fuel 
or pink, yellow or green; Bermuda Prices; Super Marketer refrigerator 
Phileo 1958 Super Marketer m basket ill have turquoise porcelain ( il stvling. No. W 6 automatically from $549.95 to $649.9 other 1 
na fT rat i {I I feature iiterio! vhite extenor idjust peed te Th load itomats Hrigeratol from > 4 id 9949.9 
eT d zon il] d tri-frigera ediment Cc} tor wate! miiser cold Range or both width >189 ' to 
tion e 70n yrovide 38 deg. for Ranges aa ah: entomativ dual debersent . 19 >; freezer >! N95 to $479.9 
I iD Thilk i e and other Iwo 40-in. and ‘ 1. Tange a dispense! lin trap \W me a Hall point washer 9269.95 to 9399.9 
pl food t i; 3 d Nd ivailab] vith Hide-a-Way rotisserie \W\ 6 without di pense! VA + hia lumble-action W-4 ve her, 9949.9 
fi t locker f meats and col n th 19 line leature include filter dispenser W ha lhoice Dryers trom $159.95 to > hd 
t i the fi maintains zero vat temperature and 2-hose conn Phileo Corp., C and Tioga Sts., Phil 
for { tion. Mist risper auto tion idelphia, Pa 
if i hn nist over fruit . 
nd t i pel door losed 
Iwo Super Marketers (RF-1685 and 
I] t i portable 1 keeper im 
free; partment with ejector tra ‘ ait. 
tha f L pe il il 4 i 4 be a 
rt tin ite keepe 
- : ¥ — —, 
iva A Su] Market ha a 7 
t iain barn ite 
hy f it vartment d 
text iy f ( i la thy 
' itch 
\ 2-door ynibinat 1 with freezer 
itt ( igle d mbination 
I nt i de] mpiet 
i 
Philco range with ‘‘Hide-o-Way” rotisserie 
Freezers 
Phree upright ind hest mode n Starflyt tvling, full-width chrome and 
] freezer lin Uprights available rold control panels, pushbutton sur 
+f and iif rt iZes face init vitche Jetube high-watt 
teat Put-N-Tak door torage rack urta unit in. wide oven 
for kage ind in refrigerated Rotisserie folds flat for easy storage 
i il d have le vhen not in use upport frames for 
t ky food storage basket rod attach to broiler pan rach pea 
Chest freezers with sloping front de end of spit plugs into an electric re- 
( ind 5.4 ft ze eptaci it enter oven back and it 
i Y unt ilanced hd olve jutomatically as soon a pla ed 
il ae} I 4 irat treez y | t Ti ff on if ; Tit ded ° 
Left to right: Philco- Bendix tumble action washer, W-487; Ball Point agitator washer W.288 
ent ind hdin torage Roastmeter probe has donen in and Wrinkle free dryer DE-688 to match either washer gas model 0G.488 
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new products eee oe te 


Medium priced LB-43. | 

















" itu pushb i 
tre d ‘ Hi, ) d 
Kconomy-priced model LB-4 
typ atch L.W.4 j 
} | j ; } ' , , 
P r -" ‘ ‘ Ad 
Ranges 
hight new ) i i 
i | i f 
in KB KI ind KB ¢ 
id f i d 
| t il tylin black 
‘ All 30-in. models ha det n 
' i} waters tton 
it ! viel nipart 
f KB | i tra st i i 
irtment; RB is automat t 
Sa t tt b ) 
t id at i .. ptiona 
feat , | \ itor that 
n tstod fat fi p 64 
| " lop, KB-601 ha t 
ishbutt itt i matic tim 
isa t ft k iitomat t 
p ful nt fa nit twin 
Hotpoint Super deluxe washer LWW.45 with atching dryer LC-45 ' ive 39 ~ ranges Fiberglas in 
tion =p I hion ound 
bottom toy mid sid RC-LOL an 
. P RC-211 in medium-price line hav 
HOTPOINT'S 1958 Line of Laundry, sp» i hve 2600 ate ots 
? fast surfa nits. RC 301, RC-40] 
. . i <C-6f catt optioi 
Ranges, Refrigerators, Dishwashers. 1). ))) ae er 
cercolator iutomati fryer raisable 


Water Heaters and Air Conditioners i). sssbie broiter en 


model RC-601 has in addition 


bop 
ibe 1 musical meat thermometer 
Home Laundryline ser me t type and LB-4 that pla l ender] vhen roast 
D matched im st i at i t done; 1m thawer oven for frozen 
Pushbutton selection of ¢ , a 
' , , ’ perdelu i 1 addition ¢ food vlich is time and temperature 
iol \ i t temy , , 
is ¢ shh ane i i | hbutt ' feat , bey t lee vhen ed with automatic 
iture i fulltime hint filt mut it | j , ‘ , 
’ ’ ia i ’ 
‘ ut ill ‘ et | j , 
pi @ ehill |! i il | ne , it , 1a bane 
transmission headlin th Hot it | Scan P , : Built-In Customline 
19 ill pe lam how la vt 
f¢ \ l6d ! lection of drying t to 9O min Built-in ranges, « j fr itor 
0 ) Wwasnct wid ( 
: ; Deluxe dryers LC) 44 ict freezer lishwash ind omplete 
All washers lia il tra ‘ : 
bal ’ 4 i md LB44 \ i nodular kitchens in different Cou 
ion valancee en , . “aan ; , lel “hag ie 
hha ) I ( Wwe AaValAD nh pilix 


tub and agitator 


Iwo super delux if ) t 
ton Vasher L.W.4 mad LWW-4 
featur mm automat i tor that put 

W onderins olution om fina i 
to automaticall meres hiten 
preserve sottne new, tull time built-in 
lint filter on uper del mod 
vides only filtered wat durin ish 
mad pinse cycle Contr permit pre 
election of wash tine th wv | 
ure fill mechanism —uset i= pick 
vash time from | to 15 min for norma 





ycle and 1-t min. on delicat 
chal, special partial load button | ut 
clection of any desired water 

Deluxe washers (1.\W5 44 with sud 
iver and LW. 44 without) provide pre 


tion of ish 
partial load ntrol, builtan lint filter 
le dia jet spra nitered 
ertl " mut cdiunent 
I t and | mnt d ind 
iif 
Medium priced mod LW 43, has 
| cial lee p ¢ flow rit jet 
pra rinase itomat diment vir) 
out por lan finish Bid t model 
LW 4 teal pu nbuttown ishing 
with automat ! t a rin and 
deep overflow mn 
Iwo top deluxe | LA ' Hotpoint built-in Customline kitchen with bi-level, double oven, in foreground 
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} ( rtol in 
if I i i ti ral 
pane) I t d i I 
dividual i iclud t 

| 0 
ran OK t I itor-t 
i eS dercounter I 
ish i it dular kit 
7 -ft cular & parat 
ir ft t t ia 
Va ili i 
- 
|. 
[= 


Hotpoint refrigerator-freezer BEW12 


Refrigerators 

hight refrigerator-freezers and 4 re 
frigerator omy thie 195% 
All but lower tt. model 

orate leanhin pt ired 

No SI N16 16 cu. tt ombu ition 
ha cparat d ec fre it 
bottom with | I torage; separate 
bottle bin in door 1. ft. retrigera 
tor; ¢ 1. ft. frecz f t pedai tor 
freezer doc i det t 
ible epy helf 

No. 8EN12 ft 
model, has 1] rat it fom 
jluminum doc ( dau ig 
wed ool ten iut i | 
frost 

No. SI R12 tft doo 1c] 
has separate | b. f 1 free 
matic defrost ig systen alumi 


num shelve 
No 8EW12 ft doo ad 
ha eparate | 1 ib. treezer 
No. 8EY12 ft. 2-door with 
eparate 10] 


features 


is Optional extra and other featu 


deluxe model. N byl i | ft 

ynibination wit b. freez Ni 
EJll and SEI | cu. ft. mod 

in medium and priced range with 
lb. freezer " vstem i 


mati de {1 tin 
Other 4 refrigerators are medium) and 


V-pri ed mod ew? u. ft a ll 

u. ft. both with 66 |b. freezer 
Freezers 

Three uprights hests freezers 
omprise 19 f ( line All up 
rights match | trigerator hM I 
1 | u. ft. mod hM16 a 16 ft 
model and FM 1 15 cu. ft. mod 

Chest freezers ilude newly d 
igned 17 ft. FK-17, a 20 ft 


f 


FK20 and a ( u. ft de) 
IK 


Water Heaters 


Iwo lines of nd and table top 
vater heater ire icluded in 1958 line 
from ¥ cost ider ip to top d x 
Permo-seal” units with adjustab it 
ontrol thick ilvanized steel tanh 
ind exterior stvling in silver and | 

New is Miracle MLC-7 chemica 

mpound to increase life of tan 


Air Conditioners 
Three new 75 Ib. portables wit 
» btu ! nay been if 


; 
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THE AMBRICAN FURNITURE MART’S 


INTER MARKET § 


i 


January (-17 


Write for Admittance Passes TODAY 
: CONVENIENCE! 


CONCENTRATION 


Two decades ago, more and more furni- 








ture stores were finding appliances a de- 
sirable commodity to stock and sell. And 
today we have come full circle: Appli- 
ance stores are finding that furniture ‘fits 
in” and lends itself both to in-store—and 
in-the-home selling. For turn-over, gross 
and net profit, it is helpful. As a back- 
ground for TV and Hi-Fi—and for kitchen 
appliances, the two go together like love 


and marriage. See the leading home 


¥. roof. Make hotel and travel reservations 
MART is Oe et ee 


; 
666 Lake Shore Drive, Chicago 11 Iitinois J 


furnishings lines at the American Furni- 


ture Mart’s Winter Market—under one 


Eighty per cent of all furniture sold is first viewed at Markets. Thirty per cent is 
purchased at Market-time. And more is shown—and bought in Chicago—than all 
other markets combined. And here you get ad and promotional plans, display 


ideas and contact with top management. 
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d holding \ 
umber, it also stops water and waste 


HOTPOINT continued 


og? 
CA 


| RD, CT 


DE 





Hot ' portable air conditioner 
\vaila ( inh] 
| nil t n 
ha md ! i 
le fra md bal iS p f 
iled cont par on tront 
peed han pate thermo 
tat md aur d t ial cont 
In addition to t portal 
| windeo nodel and t 
model t! sf ipacit 
l¢ ) i in ded 





H 


otpoint dishwasher, DE-1 


Dishwashers 


Seven automatic dishwasher 


i mia i t ( 
if iT til I ( 
le mad a tal DAPI 
Highlights include 
ny pr i ! il ! ! 
itt ised ipa hl int 
t ni t t ' 
i il wv ul pi ian 
: tub nad sic | fa 
p-p t | i i n 
table availabl th tt 


panel md f 


Deluxe leader Dk] x24 in, fea 


| hl fton if { ( 
t mn ib | t 
ferent jutomat " | 
il ish | " t » if 
tensil ! ich 
i pot pa ' 
ia | i i ut itica 
i r, rin md d ! 
a ble-deck shin ct i j 
ta uch as tea ‘} liy tick 
ind pendent revoelvin rot pla ( 
old spinning imp I ich rot t 
ot filtered wat it mad ¢ yarate 
I ut a i | 1h] ulat 
iter filt d } na food 
particles are automatically flushed down 
ara il nad f ich vel Water 
ttn lution jutomatica n 
ected durin fitnal rinse 
Prices Wash ! 1 3 to 
> dryer ; to $31 


’ 


Hotpoint Co,, 5600 W 
Chicago, 44, Ill 


lavlor St., 
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tap to form seal across waste feed 
sound in 


flushed through 1001 perforations 
Dual cycle—one for regular loads aad 
one for fine fabri hot or warm wash 


lique t ing 


plashing into sink vater can be automatically selected; 
Ath p. capacitor start motor spins rinse water automatically warm; washer 
designed horizontal turntable at fill vashe rinses and spins clothes 
ott of liquefying hamber 1725 damp dry all automatically; master con 


retractable anti-iam flow-con trol give omplete washing flexibility; 
ductor impellers mounted on turntable positive fill—timer will not advance to 
gather and force waste against file- ‘tart washing action until proper water 
like automizer ring until waste can be level reached; saves water—uses only 
vashed through tiny escape holes 12 gal per fill; floor levellers, auto 
below vhirling surgical steel blade matic motor overload protector; full 
beneath turntable lip surviving vidth top loading door 
tring material into short pieces Dexter Washer Co., Fairfield, Iowa. 
cig! 3 lb fit ny 34 in sink 





pcning 


Price: $129.95 
Waste King Corp., 
Los Angeles, Calif. 


330 EF. 50th St., 





G-E Rotisserie oven, &-20 


G-E Rotisserie-Oven 


Combines features of a rotisserie, a 


roiler and a thermostati ally controlled 





oven int i ngic portabl mit, N 


Sloping control panel has thermo 





tat n control for baking and roast Brother Super Select-O-Matic No. 100 

mn fcomperatur i i tu lelechron 

timer automatically shuts off heat and BROTHER Sewing Machine 
/7 Va pu hbutton elector with 

i} st tisse) f Brother's super Select-O-Matic sew 

‘ ing machine, fully automatic, featuring 

Counter-balanced jid flip p fe 1 pictured stitch selector so user sees 

sey a > int ia enaiies aunt in advance the stitch chosen; calibrated 

andard = kitch yall cabinet fabric selector; dial window and stitch 

Ca iif iromeplated interior width indicator; needl ontrol lever 

134 » hold ] 1} turke instantly change needle position 

rr it j ' Klassen Canolactric can opener ichieves endle design variations; auto 

| itt ' mati ontrol permits instant change 


i 
Price 9 icluding drip tra CANOLECTRIC Can Opener over from straight to automatic zigzag 
teak rack. spit rod and ewer operation without attachments; stream 
Qoneral Klectri Co.. Housewares Opens any size or shape in auto lined in 2 color design; available as 

Bridgeport maticall Designed for easy mounting 


md Radio Receiver Div 
} 


Conn 1 Vall ' 


portable or onsole 


Brother International Corp., 122 W. 


inet; magnet lifts can 


top; plast lid flip lown to cover cut 57th St... New York, 1, N. Y. 
ting wheel when not im use; me h 


Price: $29 
Klassen Enterprises Inc 


Meekland Ave., Hayward, Calif. 


22103 





Rival Can-O-Matic No. 757 


Waste King “Imperial Hush’ disposer 
RIVAL Can-O-Matic 


Opens all cans—every shap and size 


WASTE KING Disposer 





New larger size and _ stepped-up they are pierced and the lid severed 
liquefyin wchion make it po ible t by automat power unit; inagnet 4 
dispose of bulkier food waste such a tains lid; fine, pr jon-ground cutting 
bom om cobs, rinds without first Dexter “'Hydra-Jet’’ washer vheel leave ife drinking cup edgé 
breaking into small segments he etractable platform under base folds 


Impernal 1 said to 


ombine speed DEXTER Washers down to accommodate extra large 


upacity and dur ibility of commercial #6-0z. juice cans anywhere on counter 
model Dexter automatic washers W-384-A or table top. Re movable magnet and 
l'o absorb operating noises the unit ind W featuring a new “ener cutting wheel shp off for fast nnsizg 
vrapped in a sound sponge and en red vash action in which wash inder faucet; heavy rubber grommet 
ised in noise-deadening beige poly vater is forcefully pushed through wound base protects table surfaces 
tvrene shell lined with 4 in. Sihcan very fiber; magic moment pause fol White molded case in chrome trim 
fibre sponge Hycar rubber cushion ows wash cycle and stop water action Weighs 5 Ibs.; 110-watt; 8-in. high 
eparate disposer from metal pipe con letting lint and um to rise to top 6} long ind 32 in: wick 
nections and they are used to suspend vhere it floats over and out of tub Price: $24.9 
unit from sink heavier soil settles to bottom to be Rival Mfg. Co., 36th & Bennington, 
Splash guard acts with water from phoned away, any remaining dirt is Kansas City, Mo. 
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Gibson Trimline 2-door refrigerator-freezer Gibson 148 Cycle-Defrost 





combination 


perature 


automatic timer and 
minit-timer; blue gray porcelain oven; 
below and 


ontro!] 


iled heat rod bake unit 


s only 24-in. floor space 


in-the 


Ibs, requir 
Ilo shelves and 5 
each with 


Four Free 


door shelves onvenient lift 


peed-broiling unit at top. R3-20A4 bar; aluminum trim on shelf tront 
init On. range has 1 2t u. in freezer control centered at top 
n, microtube Hi-speed surface unit lrimline GU-1L41D0 has over ft 
tary switch oven thermostat apacity tor up to 4 It ias 4 
Built-in ovens—include R3-TCRA, a Freez-h] helve + door shelves and 
in. automatic oven for installation in juice can dispensers 
24-in. wide cabinets has satin chrome GU-161DO has 18 sq. ft. capacit 
teel oven door finish, and control 10 Ibs. food; Trimline styling of 4 
panel blends with stainless steel trim helves and entire top, bottom and sid 
on-fog look-in glass door; manual surfaces are refrigerated; second shelf 
ven lighting; automatic timer and from top may be set in any ef 6 


ntered oven thermostat dial; | 6x16x 


in. with 5120 cu. in. ovenspace 
Also available in Coppertan porcelain 

R3-WCTA oven measures 16x24x20 
S¢ led heat 


in, with 7680 cu. in. space 


position: alurminum walls: stat n 


denser coils on inside wall prevent 
ondensation; sliding basket at ttor 
holds 
with 
juice dispenser rack 


GU 201 DO, holds up 


33 Ibs: 5 package racks ¢ ad 

shelf bar 

door has k loch 
to 664 t 


sliding door a ha 


‘ “ in over 19 cu, ft. space and 2] ft 

GIBSON Unveils 1958 Refrigerators shelves; adjustable shelf, static ‘con 
sy *,°? liding basket it bottom wit ' 

Ranges, Freezers, Air Conditioners Ib capaity” Chest freezers CF 21 
ind (¢ ( vith ind ¢ if 

u. ft ipacity have fast f ) 


Gibson’s 1958 refrigerator line con 
| 


t f nod mecludu + ‘Trimline 











basket it 


ounterbalanced lid 


compartment movable 


rior light 


infternors 











nod ied ith | tin look num 
t ! i t dern kitchen ttin 
ill J ad i i a in in 
leep to fit ith standard in 
] et wie n vail Gibson built-in range units 
ible f ilt-in kitchen 
Top of Trimline r loor, rod. 2800 watt. bake-roast unit at 
I ( Det t i rat I Ler bottom with added top heat of 500 
14 ! ipacit I x non vatts from outer coil of upper peed < 
Ratt ft freezer stor broiling unit; satin chrome or copper 
i ta ) t lud ICE tan por elain with staimile tecl trim; 
Ket a tor tra out iutomatic timer for oven meal 
d ] i t det t it ind aut R3-SSN4, etin urtace uit for 
mat ! t ten full mounting im Counter top has steel plat 
a. . ~ 7” eo ! . ‘ Gibeon custom 86-4h. to*es form; measures Ox54 im fit tand 
. : steiaoe ‘ Y aan ard 6 m ountertop ha ommon 
rispt ] ' idin meat chest pilot light located at enter heat Gibson ielemine Deluxe ele concitioner 
ee oy door ays rack - ( _ Ranges tar vitch control knobs and 2600 Air Conditioners . 
lightin ibin tion door vatt Faster-than-Flame microtube sur 11 compact Trimline air condition 
holds 9 ¢ ins; 12 packa live free-standing built-in face unit: also available with Ther ers and heat pump models are fea 
n lower shelf etn cooking tops an urta natic Kool-All, R3-BSN for custom tured in Gibson 1958 line. Low and 
I'wo-door “190 Combo” refrigerator inits comprise 19 range line installation can be used im pairs for thin units in capacities of 1, 14 and 
freezer, 6¢ 1. high, has 11-4 u. ft Features include (Trimiline t divided ton installation. ha tainles h.p. capacities in series. ive reverse 
‘ apacit 1 top M ition head lighting with fu idth teel platform ind surfa trim; indi models offered as heat utp 
tion and it nm freez tion i or led p li tton ) idual pilot |i hits for 1500-watt. 6-in md a me iutomatic deicel mitrol 1s 
leatu d h ( t. full ) lin heat Lhermat Ko ind 6H00-watt in microtube unit: enclosed in lini New line inciude 
dth th separate tempera iutomat rfa ilibrat lwo chrom teel switch panels can door panel dehumidification booster, 
ture-humidit ontro] tem aut deg hs hi peed faster than flat ised mounted on back wall, at ur sweep automatic directional cooling 
it def t wit! tside water d rotube irfa nits on in front of counter top heat pu h but lectrostatic filters; installation flexibil 
i] Ck tt ind hee of-line model ro rold omb, ton ontro!] olor keved for quick it Jatin beige decorator tyling; all 
compart t 1 de yan | 71 utomatic oven timer and minit tin itification of surface units mod designed for flush mounting 
is 4 tra la yasket peed broil ft-out surfa R3-BSN4, measures x22 in., for vith intenor wall Air sweep device 
t ivion roll i f« en nice md « tin ibinet has ame features as ha rtical louvers which oscillate in a . 
Top single-door efngerator-freezer tector divided top surface unit, also come: 120-deg il to direct air without 
del, “148 Cycle-Defrost” has squared In the free-standing al th Thermatic Kook-All draft 
t tra trim band on in. model i 4 1. and a in Deluxe series in | | T 
xt tr freezer has ice nt size. R LS n. model ha ligh and | in deep No 
tora t t mechan 1 with H peed microtub urface unit ] hp model vith master ontro 
nnk tra tsid defrost 6-in. and an mn | vatt unit thermostat and 4-way directiona ou 
1 i t lain pe in be lifted out f ming fi No, | | ] hip, vith peed 
i | t i it hest helf ta vitch and « thermostat fan, push button control thermostat 
ia " f Ith and a eratul t Kn tin for mtomat oolng No I | 
1 t f; f tion com 1) I LM heat | hp, 110-volt, 74 amps can be plugged 
ctel lated and en G ttor nitre t i uit into lock radio or timer f iut 
No. 122 Dial-O-Matic 56 in. high um contr pat ter of mati tarting and stopping 
has 11.9 ft ipacity; freezer has ird, overhead litiy com} Custom series include 2-wav d 
I apacity; f lem ker 19 Ibs iutomatic t ind minit timer, a tional louvers; push-button cont for 
idjustable f dth shelf, stub shelf 600-watt fast than flame wi peed cooling or air circulat in 
ind a half elf; ad table door rack } vatt ! nit hy eed finite ontrol; new thermostat « cen 
iclude pa for 14 doz. egg ing unit and full width stora d ter dial peed fan motor; a 
No. 140 Dial-O-Matic has 14 cu. ft on n nm rote | r lin have slide-out cha 
apacityv: 7 } freeze ocker: 19 Th tom R LD iddit t f 
freshener locker: en d freezer area , deluxe. has 4 hie on Dehumidifiers 
with 3 full-width shelve ind two 15 tion f itr pa ( ing : Weighing 67 Ibs., the new humidi 
t porcelain sliding ; ind its thermostat temperature contre Steen: Vitae tii Oita her removes 3 to 4 gal, water; operate 
Market Master ] ( Defrost vatt tube t at on 110-volt * hp compressor; water 
efrig if } ] : {+ refricer front 6-1n ] va iit it container hold nearly 9 qts; humidi 
it ipacit f irtment Thermatic Kook-All left front Freezers tat measures humidity and contro 
for hon vith fr f | ied ¢ protector; non-fog gla ndow Gibson 1958 freezer line includes operation; other features include ca 
mbir wit » Ce ] ft R3-40D0 has f ength fluorescent prights and 2 chest models; features ters and other accessories 
freezer f yidth shelves. 5 door ht with chrome /-heat push iclude Freez-Flo, Eas-E-Open latch Gibson Refrigerator Co., Div Hupp 
ick ' ner and ( wwe button ntre n thermostat tem GU.-111DO, 11 cu. ft. upright holds Corp., Greenville, Mich 
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AIR KING Announces Heaters 
Range-Hood, Fans and Dehumidifier 


Iwo thermostatically cont ed tan f tand that can | | 
wall heat Wil6 and WH f " p ling au d 
i m ad tal nounting bar fo i i led; tea 
tallat i vil it ‘ ft head t ck tilt adjustment adjust 
1 a) trontm it t that i ifet rills easily reme 
yt iy for bi) thick t ! min non-marking tin 
o that th va et i i m | ed for intake 
md | 7 T d. iD ied sist | 99 
n bath | md 
. ell as hot te of Dehumidifier 
{ ; eat fet ' ; ; 
. an! erhea : , h tha Dehumidifier, DH-20, has a perma 
' ; | ' t ) t 1 
‘ , un - . ' . , rent nled, hermetically ealed ¢ hy 
! theating i won plated ifety | . f ine unit , 1 cal 
ol ( inf i ( ‘ 
te ‘ f ‘ TT , 
. f ts fingers trom reaching fan net and om bl er ane 
! WIL _ : er rod tainer. fittin f i pennanent drain 
ent $29 Chi | 
emen 9 | as a m andl castors ton ' portability Price 
i re clement { 99 


Berns Air King Corp., 3050 N 


Rockwell St., Chicago, Il 





Air King range hood with built-in radio 


Range Hood 


\ »-tube, bualt-im 


ith pecially lesigned heat and 


uperhet radio 


inomture resistant components is fea 





tured in the Series RH 3 peed pu h 
button ventilating range hood with 
tip-top features and new nitered 
d lesign. One hood can be used for 
left of mght or solid top installation 


ersing top to match utout rr Coolerator humidifier No. HD100 


juiement mitered eds design ha 
i¢ ftapenng mward toward front 
ibinet-doors can open; all cout COOLERATOR Humidifier 
i | at front n det pan i 
d pushbutton it Featuring automatic humidity con 
ind recessed, enclosed light Tait tre nd portability with humudistat 
! parat lial ivaila itre f 1 and off operation; can 
? md 4 n noth i } g 3 desired humidity ondition 
Th pperton ver anodized t top-mount d ntrol dial; 
unl t tripleplated md sta i t my part of home on 
I ! 4604.4 A | d th i i iin \ ist i 
une teat vill | wailal thout ypacit k-type wet filter remove 
id dust and pollet irticles from air anc 
Fan-Mobile imuinat odor directional louver on 
top pr vice lent, draft-free air move 
Fan-Mobile KM.20 onsists of a nent; woodtone brown baked enamel 
0 i 3-speed fan mounted ia hnish: operat on tl volt with 1 
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14 in. | de and tripleplated mx 
i 
a yit ti VINE ut de 


Lonergan Coolerator Div., McGraw- bend or spin: steel hood, like fire be 


I:dison € orp Albion, Mich finished in black semi-el r | he 

phate primer 

Zinc-plated steel g ontinuous 
tread rubber-tired red, ¢ vheels on 

f 3 leg third has plasti tip that 
ict i 1 DraKxe 

Accessories include black smoker lid, 
lu oer ] r ve ' | ' 
Luin i i] HOOK, OV I allt | 


ting | ird 


lool & Mfg Co., St 


Atlas Louis 


10, Mo 





Universal built in dishwasher No. 9918 





James 
Dishwasher 

the new under-counter t 

hwash Ni J15 tak nly | Westclox “Lace” alarm clock 

i ' tha I V . 

' meta " i ivailal 

ind iddition WESTCLOX Clocks 

iit nm | ht eft 

id of a sly nt as wel Lace an electric alarm clock fea 
is under an ontinuou tur i design that harmonizes with 
ounter top wiaple top with back mitemporary or traditional decor. Full 
vanel is available as a on higu dial iatterproot rystal and 

Has 144 min. operating cycle from veep second and alarm indicate 
fill te finish feature veep-flov hand iVdlla in antique white pink, 
iquid brush vash action which re md blu 
quire on ( ral vater recirculated 
under pressure at rate of gpm 


Pulls out from front on ball-bearn 
vheel ind loads from top on 


plastisol ushioned rack tainle tee] 


nylon 


,i@a7 


Sheu neues 


} 1) 
Vash Well 


Cribben & Sexton Co., 700 N. Sac 


Chicago, 12, 


ramento Blvd 





Westclox “Kenyon” 


“Kenyon” a modern occasional alarm 
lock has tan case with brass baguettes 
ilvered dial, luminous, with raised 
golden numerals and hands 

Price: “Lace”, $498; “Kenyon 
$9.98. A 4-clock and display card ar 
ivailable in lots of 6 to the case, for 
Christma 

Westclox Div., General Time Corp., 


LaSalle, Peru, Ill 





Atlas-Aire brazier HP 30 


ATLAS-AIRE Brazier 


Super DeLuxe brazier No. HP 
leader of the Atlas-Aure 


! } 
ompicte ine 





f brazi for 19 omes complete 
th rot cre pit notor and hood 
It xtra lar tin. drawn steel fire 
bowl 1 finished 1 black mi-gl 
1 he it Pp ti for it 
heat and ither tan the + in 
Drazier ill of tripleplat. 1 copper 
nickel and hrome heavy duty Ni Paragon Time-Aid No. AT 45-0 
vire reinforced with wire spiders and 
extra heavy circular mm; grill rotate 
on triple-plated steel center post; may PARAGON Timer 
be raised or lowered in. with crank 
mechanism This electrical interval timer with 
Rotisserie unit owered by c mpact yudit la hand many timing 
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In Philadelphia, buying begins at home 





The Bulletin gOeS home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Each year the people of prosperous Greater Philadelphia 
spend $276,234,000 for home appliances. You can reach these 
people in the home, where the decisions to buy are made, when 
you use Philadelphia's home newspaper—The Evening and 
Sunday Bulletin. You can also give your advertising the added 
impact and greater realism of R.O.P. spot and full COLOR 


—evening and Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. The 
Bulletin is Philadelphia’s home newspaper. 


idvertising Offices: Philadelphia, 40th and Market Streets * New York, 442 Madison 


Avenue * Chicago, 520 North Michigan Avenue 
Representatives: Sawyer Ferguson Walker Company in Detroit + Atlanta * Las 
Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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i powe i? a hp Il iStallation last twe ope if¢ i 5 
hire chron t th sett It Other mode ide a lt hp 
iy te / nitnut t 77 t unit and a h.p mode] 
iptia i ‘ vanua ed Custom models 164 in. high t 
moving pointer kn ng } , f tallat pper or | 
White baked ena finish: «¢ t f an ‘ 7 to 40 in 
TAT Ree th f } iduat d t! i) kit f& idows to 
cr ett r j i 7 in. feat i i volume itrol 
izzer knel +f land 4 ne " lat 1 of tan peed from 
ountin fer It i i I j t ith to low for quiet 
) ted j j tin f ( t operation in n-bet 7 et 
yl np } itt i i tton if exiia 
The Paragon Electric Co Iwo it tion and shut-off; thern 
River W is tat and it tion adjustal 
ta ontr 
Custom models have disposa la 
f filt irge adjustable air directe 
Dominion fan No. 2030 that may be turned toward any part of 
n for draft-free ventilation unit Seen Als Come tows 
in dc l-h.p. models, a 1] olt, 74 
DOMINION Fans seb eee | te ot unt. A i 
Dominion’s 1958 fan { | » I olt | imp unit and a h Pp JOHNSTON Lawn Mower 
whe d four seed olt model 
ba id fan ‘ 4 ta Deluxe models feature adjustable ai: Johnston’s 1958 rotary pov owers 
in idjusta to a d fro director grille pushbutton and tar ave a new Air Dom vit! 
7 (A | 7 itilat itrol for oon dehumidifyin Jet Flow d harge 
oup np oa . omial entilation and exhaust: adjustable fan Air Dome design give grass 
md one 16 i od a twin 12-in eed to high or low; air may be re lift, enabling blade to cut grass cleanly 
tilator { , ' ash installa ‘lated even with damper ed and evenly without rough zips or brown 
thom @ oy Lit : if Low cabinets finished in light green dge ompletely enc! itting 
stor th dark green and ld trim: fit blade and Jet Flow discha lirects 
Three all purpose fan 1 16 ¥ r lows from 27 to 40 in wide pe gf Pe “ : vide : area 
‘ i j mt al kit fo vindow up te + in eliminating balling I ng f 
‘ i Wagon R jup wag pE-1 ISU a ma an SONNY entitenss Tilsen sania ! . 114 it prass beneath mower d : 
lh wn j i fl ptiona n in | ane f 
sented table hp size Johnston Lawn Mower Corp., Brook 
COVERED WAGON ae Gane wall and tal mmperiat dehumidifier on large vive] haven, Miss 
teatu 1 if md 1O-in, « illate BOtCE witomatically remove up to 34 
Barbecuers mA on tationar Oscillat val. moisture from air in 24-hy period 
Ihe 1958 line of Cov 1 Vvagon . ecial safet itch and ecia Sand and charcoal finish 
td barb | ’ eile id neh 4 enet ante ten Central systems finished in baked on 
ides t r NM mode en enamel, sound deadened through 
Roundup’ wagon i t Price: } , Se to 19 hop elf-contained unit may 
we en vt bvaliat Dominion Electric Corp., Mansfield, O nstalled in attic, breezeway, carport 
th t mot i i t through window, transom or wall: 
mad tain t Torr is Gl md ind hp mote units have cool 
HSO availa tl t t i t i” and ndensing facilitic in sepa 
mio ( l ] i i i ha rat ipinet 
aint HH md r handle RCA Whirlpool Corp . St. Joseph, 
nea i { d Mich 
if i on 
Scout” portable i f " 
| 
Cummins double-action sander No. 476 
CUMMINS Double-Action 
RCA-Whirlpool Imperial air conditioner Sander 
Combines two ba in t 
RCA-WHIRLPOOL Air 1 one p f equipn bital 
Conditioners nd straight-line action. Orbital motion 
prod fast elt-clea iction 
RCA-Whirlpool 1955 a: nditi ted f ig paint, varnish from 
us ! t . ides pug Roman Grill in modernistic outdoor installation : mate _ imperfections ft vood, 
rock Tiny nodels, 4 ¢ ton dressing down lumber, preparing wood 
ts, 4 D ui Imperial dehumid fa for gl Straight-line action 
Covecsd Wasen poreble planks edel CDD-1 fier and central air condition ts) ROMAN GRILLE Barbecuer duplicat ick-and-forth hand motion 
ind p. mode ised ft prod hand-r d, fine 
Imperials designed f juich eat This barbecuer-grill accommodates furnitu finish \ directional key 
od O4xl4) ivea. 6 ic tight imstallation im an id fre harcoa yiece grill is made make p e this 2-way ersatility 
t CD th ittery t } | it iis f{ flu t ne raced grill rod Ke turns t ht for standa finish 
perated dlumin pit, stain iting a led il kits a ik ta f king weiner: I bital sanding; turned ft, for 
t fork t. and ( s th t ivalila { ‘| ¢ + i teak ind other feature traightline action—ne parts to move 
t ind spit | , t in i f t i ind lowering of grate r fit into place ppe ited = ke 
Other models rai f tt i p nit i it ind automatically mak easy change 
100n i t lh rontiersman nt lia that fingerti k t i d d position; cast Unit comes with coars¢ 1 and 
th it t mot md t t f t it fan peed it ox door accom f abrasive paper for u 1 wood, 
Features michude i " iV hurmidit t xhaust act " lat t + in ivailal plaster, metal and plastic; a pad can be 
! t heat t ist a i | t i Ta lua id ta i f Ta! ( out hanged i] d extended ond 
| hon nechanism a Imperial models in | l-] ind can alse installed in } ig t allow flush sanding on 3 
red heat-cont ed kin d vith 115 t 12 amy i vist v-cost tdoor installa id movat wuxiliary i in 
A new clectri ha i t ha t t. a t ! 1 t i t ttachment with ¢ d in an f 3 p is f 
been added to 19 eat that t mot ed spit with nfort and ease of operat When 
Prices R hy | Gl itica t f t it fork i iVallal fr $15.7 t 4 pad pstitut f iy 
_— 5:8 t, CDB $ ha " ’ hen tsid t it i i ish pan inder becom power-dri isher 
miter $4.95 extra hi da mad a t wit Price: G $1.9 Price, $49.95 
George Henry Co., 8605 Lincoln xtra hea t ibinet and pict Kay-Townes Mfg. Co., Box 593 Cummins Portable Tools, Div., John 
| f t th ' Rome, Ga Oster Mfg. Co., Milwaukee, Wis 


Morton Grove 


Ave 
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new products 


TV, RADIO, HI-FI, RECORDERS 


ind Edg wood $4 cn Be llevue 
$239.95: Rocklyn, $179.95 in gray or 
$189.95 in mahogany, limed 
oak or walnut: Glendale, $379.95 

RCA-Victor TV Div., Radio Corp. 
of America, Camden, N. J. 


bony; 





RCA “Penfield” TV with hi-fi 


RCA TV Sets 





Penfield, delux * eiver with 
built-i torized fief ind sy 
tems tl pond from 45 through 
change 1 provision for adding a 
tereota] i ivailable in choice 
of mah i t ik neered 
finish 

Penfield ind ¢ hi-fi model 
without 1 changers, feature tran 
sistorize xled-range ound - 
heen Shel endin Gann eestaah otpoint console 245807 
20,00 ; each ha eparate bass 

! ind tre itrols; a jack for separate HOTPOINT 1958 TV Sets 
speaker \M-FM radio tuners, tape : 
mime Five new model 


TeC ord I 


in Hotpoint 19 


Brandywine CF896) color set in 'V line includes portable, table and 
Mark I features a 21-in. glass onsole model 
tube wit |. in. picture area New models include two 2\1-in 
suailahle in , neers and solids table models in silver beige or light 


oak, a_ low-cost, limited 


] 


in oOpen-tfa pe aker system production 


includes a nd 34 in. speaker Zlin. console in light oak, a low-cost 
Bancroft nsole and Edge 4-in. console with dual peakers and 

wood, | ncia vboy console avail 

ible in i herry have 262 q 

in. viewi i 1. and two 34 in 

pe iK¢ ta r record player 

can | ! in il three 

sets { 





“a 











Rs fear v 
' 
mia i i t ik i t 
Features | ider protil n 
} 
a I im ft 
t | t id i I 
, ) if 
RCA ‘Bellevue’ TY ‘Victrola’ combinatior 


Hotpoint Co 5600 W 


Chicago 44, Ill 


lavlor St 


Bellevue 1V'] table mod 
nas aut ; juger m it 
! i t t iva 4 
in. * ) >t + record . 
1. Spea itt t t Ma PACKARD-BELL Portable TV 
amy or | 1 oak with polished i 
legs ; Model 17VT-3, called Porta-B 
Rock! | t red tabi 117 table tele i tina ] 
mode t n. t ind Glendale, formed fibergla ibinet ombin 
(21RD8 i nsole with re tion f 3 popular decorat 
mote itrol and t tun " ia i ith white, mocha or turquoise 
able lahogan nn th whit trim 
Prices: Penfield, $550 including Fiberglass cabinet is a non-condu 
peaker i . Bancroft tor, and said to have acoustical qua 
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es second t wood ratch proof, 
tain-proof and colorfast 
Other features include an 
back with safety-type connercot plug 
shutting off electricity automatically 
when back is removed; space-saver 110 
deg. aluminized tube; tabil 
izer t provid iutomatic focus; Range 
finder V-88-2 chassis, retractable an 
tenna built into cabinet; external con 
nector at back of set for attaching to 
itside antenna if desired; easy-to-read 
ide controls; 144 x 174 x 13% in deep 
13% ili deep 

Packard-Bell 


2333 W 


interlock 


view lo k 


hlectronics Corp., 
Olympic Blvd., Los Angeles, 


64, Calif 





transistor radio 6X39 


MOTOROLA 
Transistor Radio 


Motorola ‘‘Weatherama 


Receives government weather broad 
ists, long-wave aeronautical 
bands in addition to standard broad 
ists; pocket \7 the set use 6 
transistors plu 


beacon 


diodes; 
cells to give 
service; set has two ferrite 
housed in Roto-tenna 
irying handle to give unusi 


Hnanium 
powered by + 
200 hrs 


rod antennas 


penlite 


il pulling 


power and sensitivity i lice tch 


] 
onverts tin radio to rece 


vave signals on which weather bureau 


transmissions are made 
Price: $79.95 
Motorola Inc., 4545 W. Augusta 


Blvd., Chicago 51, Ill 





Packard -Bell ‘ 


radio phone console 


PACKARD-BELL Hi-Fi 
Radio Phonos 


‘Scandia 


In modern walnut finish a ywed 
h cle 1 dé ind i radio-p j 
mbination ( ii i AM.IM 
radio +-spec 1 aut it 
t ited Car 
ind ¢t { t t elt 
Dalancing pit | d i rack 
for about 50 albun 
Ihe 4-speed record changer feature 
dual turnover ipphire-tipped n edles 
in he itproot t proof iyi 
irtridge on if mict O0Ove the 


other for standard play records; takes 
16-2/3 (talking books), 33, 45 and 78 
rpm recordings; shuts off automatically 
after last record; automatically index 
for 10 and 12 in. records; 45 rpm 
spindle included 

Radio features an 
superhet; push-pull amplifiers; ferrite 
core AM loop antenna, an FM antenna 
ind ratio detector on FM 

Price: $319.95 

Packard-Bell Electronics Corp., 
12333 W. Olympic Blvd., Los Angeles, 


64, Calif. 


ll-tube am-fm 





“a A 


Bell & Howell portable tape recorder No. 770 


BELL & HOWELL 
Tape Recorder 


lighter weight 
upplenm it 


Simplified, 


unit which 


portable 
popular model 

has twin 54 im. acoustically 
balanced spe akers and an interlock to 
accidental 
luggage-type ise 
vith gray fabric 


prevent erasure of sound 


housed lh covered 
inable tone 
top, for 


vind play mid record con 


speeds; | 


ontro! push buttons for 
ward, rr 
veniently grouped; 
+/3 or 74 ips; 
dicator lamp tells when proper record 
used; fast 
input jack for 
player ol 


mm be operated at 
neon ording in 


ing level is being forward 
und rewind = speed 
microphone, record radio; 
jack for is 
speaker or hifi phono; a black wrought 
iron stand with ulcite caster 
for $9.95 extra 
Price: 169 


Bell & Howell 
Rd., Chicago, 45, Ill 


output with external 


available 


7100 McCormick 


Trav-Ler phono No. 7070 


TRAV-LER Phono 


Phreespeed phono, No, 7070, features 
polystyrene case in 4 pastel colors: blue 
aqua, pink and grey; di ist arm and 
mproved utridge for good tone; weigh 
6 Ib l-tube plus rectifier; PM dynam 
peaker with Alni V permanent mag 
net quiet pe d motor with &-in 
turntable; pecial 1 ed section for 
15 rpm records 

Price: $19.95 


Trav-Ler Radio Corp 
son Blvd., Chicago 6, Il 


571 W. Jack 
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Picture Window 


PLUS LARGEST OVEN 
IN ANY 30° RANGE 
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WINDOW | 


with a sales wallop! 

















ANNOUNCING THE NEW '98 ADMIRAL 


E 
SLIMLINE AUT OMATIC ELECTR RANG 


and with the world’s 





{ the entire oven. - 


w for a clear vow © holiday ™¢ al 


f room to CO 





- ture Wink 
‘iant Picture 


i y y st 
I r ok the bigses 
ange fo plenty © 





.xclusive 
“+h the new ex baa se 
_ largest oven 1m any 30 









“Plus” Features that Win Women Fast! 


® Slimline Styling for the 


@® Removable oven door for 
Built-in Look. 


easy oven cleaning. 
® Divided Top for more top- 


® Rollers for all-around-the 
of-the-range work space. 


range cleaning. 
® Recessed Top to catch 


® Automatic Meat Probe 
messy spillovers. 


Thermometer. 


A MODEL FOR EVERY PROSPECT! 
NO WALKOUTS! 


Model 3087 is one of a complete line of seven exciting, 
new Admiral Slimline Automatic Electric Ranges. 


Admiral 


—DECEMBER, 1957 





CALL YOUR 
ADMIRAL 
DISTRIBUTOR! 





ELECTRICAL MERCHANDISING 


PAGE 71 





new products 


HI-Fil, RADIO, RECORDERS 





STROMBERG-CARLSON 





HOFFMAN Hi-Fi Line 


Stromberg arlson 


Specially designed 





WEBCOR Tape 


Hoffman Electronics 








Zenith transistor Trans 


Oceani 


ZENITH Transistor 
Portable Radio 


Ihis all-transistor ‘| Ocea t 
' , ' p 
tion of fe 1 Stations on interna 
t i h t ! idl hn t } hor 
it ( t ¢ ird eat 
! standard i tation in 
id tun t if la | t 
i mid i tret d 
ta t ; tat i li ad i t 
| i I i ik 


r far-distant short-wave station 


Chromeplated cabinet trimmed 


a in 
lack leather d med by Mel Boldt; 
veighs | ! ding batter en 

1 ft { train plan 
iut tecl width xt ni | 
mnate pe ered | dimary flashlight 

itteries; rated at milliwatts 
Three antennas: t oping Wa 
od for short i yuilt-into han 
alle built-in Wavemagnet antenna for 
rma pt i t tandard broad 
ist letacha Wa ignet n 
i it | it in 
train plan iutomobil 
Front cover has \k hart tin 
eath broadcast hed fol rot 
areas, U.S, ( fof M » and Caril 
i wea | \ ot America 
United Nat i \ ds for 
tati it lia ind world 
ft i inph t P if 
i jack lialit night 
r 
Price | itt 


Zenith Radio ¢ orp., 6001 W. Dick 
ens, Chicago 39, Il 








EMERSON Hi-Fi Consoles 


Iwo new Emerson fi 
i " 1. TV consol 

No. 877 hi-fi AM-FM phonoradio 
features an audio augmentor loudn 

trol which automatically maintain 
I fre® n I ! i vhen 

I t | i tica il 
DECEMBER, 1957- 
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anced peaker sound system and dual 
tyli 4-speed automatic record changer 
available in limed oak or mahogany 


No. 887, a 20-watt hi-fi console con- 
tain i ] tem ¢ l ting of 15 
n. woofer and a cluster of three 5-in 
t t t-speed automat record 
hang vith eram itridge with 
dual sapphire styli and provision for 
t | AM-FM tuner and ex 
ternal speakers; limed oak or mahogany 

No. 1404, a 21-in. deluxe console 
I'V incor ites the Emerson Endur 
ince-tested chassi vith full power 
transfor ind i meme touch 

ntrol; modern console blonde or ma 
J il 


Prices: * ] $168 to $188: No 
$1 to $218; No. 1404 TV set 


Kkmerson Radio & 


Phono Corp., 
l4th & Coles Sts 


Jersey City, N. J. 


FOR THE DEALER 





Mid West electric “Jiffy Lift 


MID WEST Elevating Tailgate 


Lifts up to 600 Ibs. by tou hing a 


button electricall powe! d tailgate 
for 4 and |-ton trucks; geared to elim 
inate battery drop; reversible motor; 
built-in motor brake to prevent coast 
n hea luty push button control 
ias built if peration; all 
t el, ramp t I | 


i d IDS 
| 5 


Mid West Body & Mfg., Paris, I 





HACO Load-Voltage Analyzer 


Designed especially for test 
l i { ilf nditioner 

4 and ¢ | t t ot 
ir conditioner first being installed 

This portable load testing instr 
ent determin the lin ive drop 
in xistin it Ie} recom 
nend dependa init, and safeguard 
inst fire 


Price to distributor $34.80 


r 12 or mor } ] than | 
Heights Air Conditioning Co., 3607 


less 30% 


‘\ ) 


Hildana Rd., Cleveland 20, O 
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ese 724 Exhibitors 






































































































































































































EXHIBITOR Chico General Products Corp Gilton Mfg Corp International Oil Burner Co Leromean Co Northeastern Plastics Inc Silex Co, The & Chicage 
Cincinnati Galvanizing Gitswore Corp international Silver Co. The Lovell Mfq Co Northern Electric Co Electric Div 
A-M-R Chem ic i ’ 
psa By wesrcgy- ~~ Co., The Glamorene, inc lona Mfg. Co Lucent Corp , The Northern Industrial Chemical Silver Chamberlin Co 
Ade O-Meri Ce rcle Research Glamur Products, Inc lronees Co. The Luce Reflexite Corp Co., inc Sinclair Industries, Inc 
a Laboratories, Inc Glidden Co, The Irvin Were Co Lux Clock Mfg. Co. Inc, The Northland Aluminum Products Skalny Bosket Co. t 
Aledd > hades in Citation Housewares, Inc Golden Star Polish lewin-Willert Ce Nu-Color Corp. of America Son-Chiof Electrics, Inc 
Alle d a tat : “ts ‘is Clark Co, JR, The Mig. Co. Inc McClintock Products Co Nu-Dell Plastics Corp Southern Fabricators Corp 
A ~ . . y a Clean Home Products. Inc Goodell Co Jacobus’ Sons, Inc A G Whittier Div Nylco Products, Div. of NY Spoce Maid, Inc 
Ail i in rs nae i Club Aluminum Products Co Goshen Churn & Ladder inc Jeannette Gloss Co, The Madden Machine Lumber & Pane! Co Spartan Electric Radiator Corp 
minum roe vet ne 
Allure Products, lnc. Ceewen mere Ce Gotham Industries. Inc Hatt 4 -~ nap “hipaa Maggie Magnetic, Inc O-Cedar, Div. of American oT ted Ge 
; c , Coles & Co. Inc Gray Co. The Joell Mig Co Magic Hostess Corp , The MA % Special Products Co o 
rag he, “anaes Colorite Plastics of New Great States Corp Johnson & Son Inc. $ C Magicolor Co Cel. C 1 Mills, | vonnesees 
Pe... une P ne Jersey, Inc Griffith Laboratories Jones & Laughlin Steel Corp Magle Products v4 Ce Genera! Mills, Inc Speco Products Div of 
uminum Goods Mfg. Co Columbian Enameling & inc, Th Container Division Magnolia Products. Inc Serre, wae Specialty Sheet Metal 
Aluminum Mevcowares Co eae mage _ Ine . pone Ohio Thermometer Co ogg mt oe 
Aominum Specialty Co amping Co, In« Gr swold Mia Co K. V. P. Ce. The Majestic Silver Co Oneide led ’ 
Columbus Plastic D 7 iar cones Mandeville & King Co Spert Faraday Inc 
American Biltrite Rubber Co Products, tne ae ws 4 Kamenstein, inc M Meanine-Bewmen 0} Orman Co , Leonard, The Sta-BriteCo Ekeo Products Co 
American Casserole & Pee: Mig. Co Kamkop, Inc yp tiny n* saad Osrow Products Co, Inc Stainless Ware Co. of 
omfort Lines. Inc Guild Products. Inc p McGrow-Edison Co > Ma ‘ ainless Wore Co o 
Specialty Co, Inc p rttomtig Mh gl Fes Hh ome Kaplan & Sons. inc Mepes Weedwerkine Co —— | ee fF han ” America 
Americon Family Scele Co Continental Can Co Joseph A Markel Electric Products, Inc wiseor S ner Veseucts Standard Can Corporation 
American Gas Machine Co ae ae 60.8 P Meuse Foralehins Karmax Corp Meriun Mie. Ce., Ine Owens-Illinois Glass Co Standfast Products Co, The 
Div. Queen Wks., Inc Cons iaannal Gente Coen » ee aay! oo 4 Karoff Originals, Lid Merchalien tte. Co e oaey me fg , Stanley-Oliver Mig Co 
American Plastic Products Co Consinentel Sliver Co.. tac Stacie Pematerte tna Keller Mfg Co WV Martin Rubber Co x Fibre Brush Co Inc Stellad Products. Inc 
American Sponge & Cooper Thermometer Co., The Hell Chine Co., The Kellogg Brush Mfg. Co Marvin Mfg. Co, WB, The PBR Mfg co Stern Co AW 
Chamois Co., Inc Copper Brite inc He | ‘ hc Kenro Corp Masonware Co Palace Metal Products, Inc Res : 
American Tack Co., Inc Sorkin ban Die ee Scovill tafe, C Kent Plastics, Inc Master Corp Keen S mayge “gly Stetson Chine Co 
American Thermos Products Corcoran Mfq. Co H ss Boa Eels me v7 ~ Kenwood Ceramics Mastercrafters Clock & Parker Co cw Stix Products, Inc 
° Cordvan Mfg. Co ae te ) > ob ay sid Div. of Shawnee Potteries Radio Co Parker-Gaines Ser-All Corp 
American Windshield & Corning Gloss Works 4 neces canny Keystone Brass & Rubber Master Mig Co Parker Mfg Co Sunbeam Corp 
Specialty Co, The Cory Corp Me Pt Mie Corp 4 Co, Inc Master Metol Products. Inc Parker Metal Decorating Co Suntite Corp 
Ames Co Coughion Co., G. N re ea Kidde Mfg. Co, Inc Mastur Mig. Co The Superior Electric Products Corp 
Ames Shower Curtain Co Cream City-Metl-Top Div epi a= ‘mas Kimberly-Clark Corp Mayer Co, Inc, William F Parrish Co, J. Sheperd Superior Plastics, Inc 
Inc Jones & Laughlin pm et =” v Kirk's led Moynerd Mfg Co Party -Q Corp Superior Rubber Products 
Anchor Hocking Glass Corp Steel Corp.. Container Div 4 ow iL Me a \ Kisco Co. Inc Maywood Furniture Co Parvin Mig Co Mig. Co 
Aristocrat Clock Co Cromwell Silver Corp nee Sees, ae Kitchen Aid Electric Mechanical Mirror Works Patent Novelty Co Supreme Products Carp 
Arlington Mig. Ce., Inc Crown Rubber Co Hendy-Andy Specielty Housewares Div., The Megal Mfg. Corp Pearl-Wick Corp Div of A. §. 8. Products 
Armor Bronze & Silver Co Crown Senitery Co., Inc Hobart Mfg. Co Mehl Mfg Co Peerless Broil-Quik Corp Corp = 
Arnel-Plastron inc Peaduets, tac Handy-Honnah Kirchen-Quip, inc Meier Electric & Machine Peerless Mig Div. of Swing-A-Way Mfg Co 
Arnold, inc. $M Products Corp FeedCe Applience Div Ce.. Inc Dever Corp Synthetic Fabrics Inc 
Artcraft Wire Works Dapol Plastics, inc Hendy Things Mfg. Co Klasco Products Co, Inc Melard Mig Corp Pennsylvania Engineering Co Taplin Mfg Ce, The 
— Wire Products Co Setem Ce., lac eran har Kleiner? Rubber Co.. 1.8 Melcor, Inc ia Metal Specialty Co Taylor Instrument Companies 
- Davies Molding Co, Harry ORSON Scare SO Knape-Vogt Mfg. Co Mell-Hoffmann Miq Co Perleide Mig Co Tel-Tru Mig Co, Subsidiary 
Artsam Co., Inc Davis Co. J. C., The Hordesty-Quitiner, Inc Knopp-Monarch Co Melnor Industries Inc Personal Products Corp Germanew-Simen Machine 
Artwire Creations Inc Dovis Mfg. Co ge Kalckeshocher Metre Merit Creations, Inc Peterboro Basket Co Co. Ine 
Arvin Industries, inc Dayless Mfg. Co., Inc Retailer Guild, inc Merit Enterprises, Inc Plalteqraff Pottery, The Texos Feathers, Inc 
Electronics & Appliances Dosey Corp., the Harris Pine Mills ein die tine Gubiee Ge Metal Box Co. tid. The Phoenix Teble Met Co Textile Mills Co. The 
Ow Dee Mfg. Corp Hart Products > aeteomag age Metalcraft Miq Corp Plas-Tex Corp, The Thatcher Glass Mfg Ceo. Inc 
Arvin Industries, Inc Sieneiks Eamets Qiidisateten Harvell Mfg. Corp Baataanmnnr Go Metal Products Mfg Co Plastic Metal Mfg Co McKee Division 
Furniture & Housewares Department Store Economist cover —s 0 Inc Kord Min. Co., ine Metal Ware Corp, The Plastics Consolidated Thermometer Corp of 
w Descowere Cor jarville Rose Service Metropolitan Wire Goods Industries America 
A d Pi D Pp T Kordite Co 
— note iv - Deshler Broom Factory Harwood Co ‘ he S sag: Corp Plastics Mig Co Thompson Corp . The 
ommercio astics Co Hasty Boke M Co, inc Mw # California, Fred Plasti-Kote, Inc George $ 
inc. The vy 9 « eyero alife a ” 
Atlantic Tubing & Rubber Co lectin ialiee, ‘Bins Herel Atles Gloss Div romex Corp Meyer & Sens, Inc, W. F Plostomatic Corp Thurnever Co, ine, OM 
Atlas Tool & Mfq Co Diehl Mfg. Co Continental Con Co Le Belle Silver Co. inc Michigan Ladder Co Plastray Corp 
Automatic Controls Corp Dominion Electric Corp Heller Hostess Wore Lofayette Brass Mfg Co Midwest Mower Corp Plaut & Lederman 
——= — Goods Doranne of California Heller & Sons, Inc, Morris inc.. The Miller Studio Inc Poloron Products ne 4 .. 
gq ° ne Dor-File Mfg Co Henry Co., George Lofayette Products Co Mil k File C Pomerants, Inc. Julie oastmasier Division 
T J v tlwavkee File Co 
rss dee md on Dormeyer Corp Herculean Products Co Leitner Brush Co Modern Carpet Sweeper Co Postley bs John E 1 net a 
y Douglas & Co., Inc., David Herman's Novelty Mfg. Co Landers, Frary & Clark Inc rremier 9 Co ooorew , 4 ' 
Dover Maid Industries, Inc Herold Products Co. Inc Lasko Metal Products, inc Mouvli Mig Corp Pressing Supply Co Toledo Guild Products, Ine 
BW Molded Plastics Drazan, NE Hertzberg & Son, Inc., H Lov Blower Co Mover Co. J J Pretty Products, Inc Transparent) Specvernes Corp 
Badger Basket Co R g: Nationa f Heyman Gloss Co. Inc lawson Coe, Ff H., The Munising Weed Products Co Prizer-Painter Stove Works Trlenen Ware 
Bailey of Peru Deo Ome Hillside Metal Ware Co Lee Industries, Inc Inc ° Inc., The a mar oe se 
ero Foods, Inc Dripcut Starline Corp Hirsh Mfg. Co. $A Leeds Chemicel Munsey Products, Inc roctor Electric Co ew *- . ‘ > .. wey 
allonoff Metal Products Co Druid Hill Pork Seed Corp Hirsh Mfg. C Prod il M hy-Ph Cc Th Progressus Co Chetley Products Div 
i qg. Co roducts, Inc urphy oenix Co © 
Bor-B-Bow! Du-All Mfg. Co., The Homak Mfg. Co. Inc Leiner & Co.. Geo $ Musteng Mfg Co Prolon Plastics Div Tri-State Plastic Melding Co 
Barler Metal Products, Inc Du-Fold Mig Co. The 4 Pro-phy-lac-tic Brush Co Tuco Work Shops, Inc, The 
Beacon Enterprises, Inc Duo Dellay Products Co e Quoker industries. inc (NY Turner and Seymour Mig 
Beacon Plastics Corp Dupli-Color Products Co, Inc Queker industries. inc. (Wis.) ©, The 
Beacon Wox Du Pont de Nemours & Quality Molding C Cerne Wrenceemane Se 
foot Airway Cor Co, inc. EI beat} Sc ett +7 
Seerfeo v Corp Quality Products Mfg. Co U. $. Cocow Mat Corp 
Beh Housewores Corp Duralest Corp Inc U $ Metal-Plastics, ine 
Beniomin & Medwin, inc Durham Mfg. Cor - " Th 
, ¢ 2 Queen Mig Co Ulimen Co. ine ° 
Bennett-lreland Inc Durst Mfg. Co. Inc., The f Quickie Mig Corp Union Steel Products Co 
Berkeley Industries Dustmaster Corp United Plastics Co 
Bernard Edward Co Du We! Products, Inc Ronsburg Co, Inc Harper J United § Electric Mfg 
Berns Air King Corp Ransom Brush Co Corp 
Bersted Mfg. Div Eagle Roll Leaf Stamping Co - Raymac Cabinet Co. Inc United States Stamping Co 
McGrow-Edison Co Easy Lay Mfg. Co edmon Sons & Co, W United Wire Goods Mig 
Big Boy Mfg, Co., Inc Eddifilm Plastic Div dice iV Co, ine 
Birminghem Stove & M. Lowenstein & Sons, Inc ee! apeneey Miq Co Universal Producing Co 
Range Co Ediund Co, Inc ve Ore, INE Utica Cutlery Co 
Bissell Carpet Sweeper Co Ehrlich, Lou a Regent-Shoffield, lid 
Blisscroft of Hollywood Ekco Products Co " ¢@ on ( ‘ + Regine Corp. The Vaughen Mig Co 
Block, J & | Ekco Republic Co : ~ § | Renurit Home Products Co Vermillion Co, Inc, WR 
Block & Co Electric Steam Radiator Co . \ Republic Molding Corp Vernce Corp 
Ps , oa ‘ Elm Jay Metal Products Co Revere Copper and Brass inc Victory Mig Com 
me Mig Embree Mfg. Co Rhodes, inc MH Viking Stainless Co 
Block & Sons, Inc M Emce Percolein | Rich, Inc, Howard & Village Blacksmith Div 
Bloomfield Industries, Inc Enamel Co., Inc Richbilt Mfg. Co General Metals Corp 
ossom gq. Co, Inc ichmend Cedar Works Mig Vivitex Corp 
“ eg = . “ Emerson Electric Co ® rn Ced Vv A; ¢ 
oker o., inc | orp oque q Ce 
Bonley Products Co gy } Ritzenthaler, John Vollman & Sons, Inc, $ 





Bonny Products Co Empire Brushes, Inc } Rival Mig Co Volirath Co, The 


Boonton Molding Co Emeon Cor { ) | Roberton Mig Co Voos Co e 
Borg-Erickson Corp , The Enos Bae | { ( \y { | 1 1 oper Colonial House Wagner Mfg. Co, The 
Bostwick Loborotories Inc Enterprise Aluminum Co., The " mee i { } : “ obeson Cutlery Co, Inc Wagner Mig Co, E.R 
Branchell Co. The Erie Mop & Wringer Co | “+ 1 { | ! \§ ( | Robeson Rochester Corp i 
Brearley Co, The cae tn. Ye th | \| = w Robinson Knife Co. of 

Briddell, Inc Charles D Sousend tite. am {1 | 

Bridgeport Bross Co 


: Springville NY 
Ettinger Co, S$ M } 
1 





tne 
Wallkill Machine Werks, Inc 


Robinson Sponge Co, inc Waring Products Corp 


Farber, inc, S$. W 


Brown, Inc, John Clark Aid 38 
Bruce Co. EL arbor & Swrevin (ne ‘) fh Royal—Pacific Co, Inc 


Fasco Industries, inc } | Weber Bros Metal Works 
Bryant Electric Co . The Federal Gnomeline & i \ | Soyes Butbor & Mig Co Wecolite Co 
Buckeye Div Stamping Co iy ur, ety Wee Weinman Brothers, Inc 


Watertown Mia Co, The 


Royal Mig Co. the Watt Pottery Co. The 


Brilllum Metals Corp Everedy Co, The fos ' \ ii Rogers Plastic Corp Washburn Co. The 
ar ag Wire Goods EZE Fold Mfg. Co. Inc | ‘ | \ ih) seen aon Corp Washington Torge, tne 
" \ Washington Steel Products 
Brookpark Div . International ' 4 . U5 | Sh 4 Rosenberg Bros & Co 
Molded Plastics, Inc Soleo Procucts Co \ i | { ? ? J YI a Royal Chrome Housewares, Inc one 
_ 


wont ate Federal Glass Co, The Russakov Co of America Weiss & Kieu 
Burgess Vibrocrafters, inc 


Federal Tool Corp } Sabine, Antonio T Welmeid Products, Inc 
Burlington Basket Co Feemster Co. WR Sefequard Corp Werner Co, ine, 8. 0 
Burns Mfg Co. inc, The Ferry-Morse Seed Co Selmenseon & Co. Inc West nd Aluminum Co 





Burroughs Mfg Corp 




















tr en Fillip Metal Cabinet Co Salton Mig Co Westchester Brickote 
uxboaum Co. The 
ay ~ Home Furnishings Deily Leipzig Co., A Mystic Foom Corp, The ae a 1 eee re 
an Co, Inc Flambeau Plastics Corp wee a - . ‘ : Seni-Wax Co Westinghouse Electric Corp 
Cadie Chemicol Products, Inc Fletcher Enamel Co., The Houseware Seles Corp . ree Noppe-Smith Mig. Co Sanjo Utility Mig. Co, Inc Wheeling Corrugeting Co 
Cal-Dok Co. The Floxi-Met Corp ’ ee Riv Nossou Sponge Co Schiller & Asmus, inc White Metal Rolling & 
Campro Products, Inc Foley Mfg. Co AM ’ ‘ Notional Brush Co ” 4 Calhew Stomping Corp 
Capitol Products Co Formon Family, Inc Houseware Trading Co Levitz, Horry Notional Con Corp Re * White Studios 
Inc, The Fowler Co.. Fred V Meuseweres Review f Notione!l Chemicel - a Ae . Wickford Fabrics Corp 
Cardinal China Co Freedman-Mathews Corp , The Meweerd Meucoweres. A ' ° Ref rants Corp f ' Williams Cutlery, Ine 
Carian Products, Inc Freezer Queen Products Co Div. of LaPointe Nationa! Engineering & Prod Co. Wing f Wilmart Products Corp 
Carlisle Mfg. Co., Inc Fresh'nd-Aire Co Redivantion. tne Levy Sens, | . Mig Co Schiverer Mig Co Wilshire Mfg Co 
Carlson Products. Inc Div. of Cory Corp Mull Curlers € on Ske” ts Notional Food Slicing Schroeder & Tremayne, inc Wilson Specialties Co, Inc 
Cosco Products Corp Me a o SOD... coe towie Massena Machine Co Scienvibic Silver Service Corp Wisconsin Aluminum 
Case & Sons Cutlery Co G-H Specialty Co goer Rt oe ele He Samet Notional Potteries Co Stainless Div. of Reed & Foundry Co, Ine 
we G&S Metal Products Co , Inc “ se oO nil pues, Cae Lewis Stee! Products Corp Netionel Presto Industries Berton Wiss & Sens J 
Central States Paper & Gailstyn Co., Inc, The ye i eg Loves Aianinum Ce Ine Seal Sec, Inc Wolf Mig Co 
: Bag Co Gardex, Inc seca” ee ‘coset Minene Ce National Products, Inc Selfix Products Co Welle of Sheboygon 
Century Enterprises Inc Garner & Co vite dices ry etal Cotlory Corp National Senitary Products Sessions Clock Co. The ere regeuee 50 , Th 
Century Products, Inc Gem, Inc 7 Corp Seth Thomas Clocks oodgeretiory snops, inc ° 
Certified Home Products General Electric Co ideal Rubber Products Co Lincoln Mfg. Co., Inc National Silver Co Seymour Tool & Engineering Woedmerters of California 
Choin Store Age Housewares & Radio idealwore Corp Lincoln Metal Products Corp National Vulcanized Fibre Co Co, ine Ine 
Cheney Instrument Co Receiver Div Div. of Ideal Toy Lisk-Severy Corp Nexon Utilities Corp Sherideon Silver Co., Inc Woodpecker Woodware 
John t General Floorcraft, Inc Imperial Knife Loeb, inc., Ben $ Nesco Industries, Inc Sherwin-Williams Co, The Wooster Rubber Co. The 
Charleston Industries, Inc General Slicing Associated Cos, Inc - Nevco Wood Products Co Shetlond Co, Inc, The Worcester Felt Pad Corp 
Chatham Glass Co Machine Co. Inc Industrial Plastic Co ‘ ~ ine Shirway Mig Ceo. tne Worldshest Industries. Inc 
Chattenooge Royal Co Generel Textile Co inland Mfg. Div New England Mop Co Shot Metal Furniture Div Wright Mfg Co 
Chelsea Fon & Blower General Tire & Rubber Co General Motors Corp ' New York Stenderd Mig Co of Balcrank. inc Zechmen 4 Co 
Co. Inc Genoa Mower Co insta Products Co Logen Compony Nicre Steel Products Co Shwayder Brothers Ine Zeen Chemical Corp 
Chemex Corp Gibralter Household Div of Knepp-Monarch Co Lome Plestics Inc Div of Cory Corp Signal Electric Div Zenith Metal Products Co 
Chicage Metallic Mig Co Products Co. Inc International Appliance Corp Lorch 8 Co. inc Norris-Thermoeder Corp King Seeley Corp Zim Mie Co 





National Housewares Manufacturers iati 
Industiy Sponsored by the NAMA far he Nation's Housewares Manufacturers and Buyers Association 











1140 MERCHANDISE MART, CHICAGO 564, tht 















ELECTRICAL MERCHANDISING—DECEMBER, 1957 PAGE 73 








‘A TV set has to be sold 


...once to the dealer 


...and once to the consumer” 


...and you're so right, Admiral Corporation ‘ 





in America.” 





And Admiral keeps their dealers informed about 
product advances through the pages of ELECTRICAL 


MERCHANDISING 


Front-paged in a recent issue of Advertising Age 
is the basic idea powering Admiral’s sales cam- 
paigns “the appliance business is not like the 
soap business ... we have to convince the salesmen 
of the value of the product ... and give him good 


selling points to pass on to the consumer.” 


This new approach blends hard sell with quality 
Admiral product image. It is designed to sell 
Admiral’s products to the dealer salesman as well 


as to the consumer. 
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“The thousands upon thousands of dealers who confidently place 
their faith in the quality of products bearing the name Admiral 
are, through the trade press, the best informed businessmen 


Ross D. Siragusa, Jr. 
Sales Manager, Television Division, Admiral Corporation 


ILECTRICAL MERCHANDISING has always stressed 


this bedrock idea: 


the final sale is made by the dealer 


who sells products he is sold on. 


And to sell dealers Admiral uses ELECTRICAL 
MERCHANDISING . . . because more dealers pay to 
read ELECTRICAL MERCHANDISING... for the great- 
est display of editorial coverage and informative 
advertising in the industry! 

Join the leaders ... start your next promotion in 
ELECTRICAL MERCHANDISING... where promotion- 


minded dealers look for everything that’s important! 


DECEMBER, 
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Electrical ABD 
Merchandising A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


(at 





*Admiral’s advertising agency 
is Henri, Hurst & McDonald, Inc. 
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Who s Minding The Store ? 


‘ ..in the magazine publishing business, it’s 


The Audit Bureau of Circulations (ABC 


is a cooperative organization that 


sets standards of good business conduct for its publisher members. Twice each 


year ABC auditors carefully scrutinize 


the 


entire circulation structure and 


operation of every member magazine. In a very real sense, therefore, they are 


“minding the store” 


making sure that no false or misleading claims are made 


regarding the size or composition of a magazine’s audience. 








! | 
’ ™~ 
\ 
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MeGraw-Hill is a charter member of ABC and has 
supported its aims continuously for over 40 years. 
We believe this membe rehip serves you by providing 
full assurance that every subseriber to MeGraw-Hill 
magazines displaying the ABC symbol is paying to 


receive his copies 





You're the boss when you pay money for any maga- 


zine, Your vote of confidence and your renewals of 
subscriptions are dominant in the thinking of editors 
and publishers, Advertisers are vitally interested, 
too, and their support helps earn the dollars needed 
to do a stronger, more useful editorial job for you. 


-——— 





Accurate Figures about you are the heart of 
ABC's job. ABC does a candid, unbiased, certified 
audit of all subseription figures of member maga- 
Zines and of the subse ribers’ jobs, functions, and 
locations, These audits help editors to tailor the con- 


tents of their magazine to your spe ifie job interests 





You, the subseriber, win when you buy business 
magazines that hold membership in the Audit 
Bureau of Circulations. The ABC symbol signifies 
that the publication to which you subscribe makes 
every effort to provide you with the type of informa- 
tin you need to do a better, more effective job. 
It also indicates that the publisher maintains the 
highest standards of business ethics. 


McGRAW-HILL PUBLICATIONS 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


DECEMBER, 
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is Henri, Hurst & McDonald, Inc. 


















trade report 


HARRY GRAYSON Editor 





THE HOUSING PICTURE 
: BEGINS TO BRIGHTEN 


That's of real importance to the appliance trade. This year’s building 


slump has hurt the appliance market 


But the industry can take heart because the consensus now is that housing 
will begin to shake its doldrums 


Y EW houses mean new appliances But the government (The U.S Dept of if houses being started. It is his contention 
The relationship between the home Labor and Commerce) thinks starts will hit that not more than 700,000 homes can be 
building and the appliance industries is just 1.04 million. The F. W. Dodge Corp. and financed on conventional mortgages and all 
that imple McGraw-Hill’s own de partment of economics ish financing. VA will add no more than 
Phat’s why the appliance industry has been ire still more optimistic with guesses of 1.075 60,000 to this total and FHA will have to 
worried about the doldrum vhich have ind 1.08 million, respective] wry the rest. This year FHA will f 
hit housing in recent month One thing almost everybody agrees on i 160,000 home Colean says. ‘That would 
And that’s why appliance men can take the need for stepped-up housing. Colean, for have to be increased by 90,000 if starts were 
heart from the outlook for home building for example, thinks that in view of the demand to hit even a million 
1958. Starts, which dropped from 1.33 mil for housing one could reasonably expect to Those who look for an upturn base their 
lion in 1955 to a little less than a million thi ee 1.5 million homes started next year calculations almost entirely on a softening 
ear, apparently start d upward in October He bases this on a number of factors includ demand for investment capital in other s¢ 
Now, housing experts are predicting that ing increases in population, a low vacancy tors of the economy. ‘This should free more 
1958 tarts will run anywhere from four to rate in existing housing, demolition of 250, money for mortgages, but the full effect 
ght percent ahead of this year level 100 dwelling units a year and the increasing ibly won't come until the second half 
One dissenting voice is that of economist number of people in higher income bracket That's why the predicted gains are 7 
Miles Colean writing for House & Home But Colean feels that frozen interest rates the conservative side. Conservative « t 
He feels that starts will continue under for money lent under VA and FHA pro however, these gains could give ho 
n, perhap dr pping to 950,000. grams will prevent inywhere near this numbe md ipp! ili i big boost in the vea 
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THE JANUARY MARKET: Old Faces in New Places 


Hi oming Market in Chi 
- . 


», January 6-1] will jog 


T 


ime round Among other change 


hands expecting to make the 


the be looking at exhibits im 
hotel ; 
brigidaire for on if moving 
t of the Furniture Mart until 
ifter ¢ Vinter Market, and unt 
thie q 1 of i WwW Wan ial 
het i! hia been ettled 


According to brigidaire poke men 


thre nm 6the Bernard Shaw 
Id f the Sherman Hotel. ‘The 
t vill give them twice i 

nn pace t how the en 

t } yheer Look plus three 

if rohen 1 cration with 
Niut sroth ( Adam 
( mad St. Charles Kitchen 
fourteen other fifth-floo 


iT ! t thre urniture Mart 


have also moved out—some to the 
Merchandise Mart, other with 
ans for separate exhibits at Chi 
igo hotel ind others evidenth 
ith no plan it all 

(here are no major shifts on the 
Merchandise Mart llth floor 
But some ! thi ime old ex 
hibit vill have a change of face 


Both Hotpoint and Westinghous 


for instance, have tripped thei 
pact to the A ill ind ire going to 
present ompletel new appear 
! 
VW tinghouse will be light ind 


shter, with an “Italian modern 
rating job, mainly in white \ 

! tt thie Wi tinghouse 
| be m the listing room 

Kt Llotpe t thi vont be il} 


uplete kitchen Instead, ther 


Partial List of Market Exhibitors’ 





MERCHANDISE MART 


AB Altorte Br Ce 1146 
Admira 1191-96 
Aluminum Specialty Company 1473 BAC 
Amana Refrigeration. Ine 1127 
American Kitchens Div 

Aveo Mig. Cor, 1162 
American Motors Corporati 

Kelvinat Div 1124.25 
American Standard Cor, 

Youngstown Kitchens Div 1119 
Atlas Tool & Mig. Co 1199 
Ben Hur Mig 11.114 
Berger Mig. Div. of 

Republic Steel Corp 1V-116-117 
Bersted Mig. Co Div. of 

McGraw Edison Co 1467 
Brammer Mfg. Ci 1178.9 
Calcinator Cor; 1142 
Camtield Mig Lo 14.102 
Carrier Corp 840 
Central Rubber & Steel rt 1142 
Cobi Midwest Sales Co 1142 

leman ! The 11.115 
Coppe tr 1189 

ppes Nappanee Kitcher 1189 
Cribben A Sexton 1164 
Crown Stove Work 1176 
Darey 147 
Dominion Elect Mig. Cors 142? 
Dormeyer Corp 1498 


DuMont, Allen B Laboratories Ine 1T-TI6A 


Easy Washing Machine Div. of the 


Murray Corp. of America 1168-1169 
Electric Steam Radiator Corp 1479 
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kiftcl ping md a 

Farber, 5. W. Ine 1419-A 
Farberware Co 14A19-A 
Florence Stove Co 1147 
General Electric Co 

Air Cond. Div 1188 

Appliance & Television Receiver Div 1117 

Clock & Timer Dept 1123 

Hotpoint Co 1120 

Housewares & Radio Receiver Div 1123 
General Slicing Machine Co, Ine 1492 
Gibson Refrigerator Co 

Div. of Hupp Cor; 11-102 
Glolite Corp 1472 
Hamilton Mfg. ¢ 1175 
Hobart Mfg. Co., Kitchenaid Div 1180 
Hobart Mfg. Co., Kitchenaid 

Electric Houseware Div 1492 
Hoover Company, The 1417 
Hotpoint ¢ 1120 
lronrite, Ine 11-117A 
Johnson, S. C. & Son, In 1477 


Kelvinator Div. of American Motors Corp. 1124 


Kind! Products 1177 
Kitchenaid Electric Housewares 

Div. Hobart Mfg. Co 1492 
Kitchenaid Div., Hobart Mfg. C« 1180 
Knapp Monarch Co 1483 
Landers, Frary & Clark 1479 
Lansdale Tube Corp., Div. Philco Cor; 1100 
Lasko Metal Products 14.119 
Leonard Appliances Div 

American Motors Cort 1124 
Lewyt Corporation 1174 
Lindemann, A. J. & Hoverson Co 11.104 
Lonergan Coolerator Div. of 

McGraw Edison Co 1468 
Magic Chef, Inc Northern Sales Div 1167 
Magnavox Co 1126 
Manitowoc Equip. Wk Div 

The Manitowoc Inc 1199 
Manning Bowmar Div f McGraw 

Elects Co 1467 
Maytag Co The 11-105 
McGraw Edison Company 

Bersted Mfg. Div 1467 

Lonergan Coolerat Div 1468 

Manning- Bowman Div 1467 

Speed Queen Div 11.103 

Toastmaster Products Div 1474 & 74-A 
McMahon, R. SS & ¢ 1155 
Meier Electric & Machine C. 1487 
Metal Ware Corp.. The 1411-A 
Monitor Equipment 1123-A 


greater cmphasis on the future 
This includes built-in appliances 
i “new kind of electronic cooking 
device,” and experimental device 
of several kinds that Hotpoint will 
unveil at the Market. Most exper 
mental units will be “possible 
vithin five year 

There is evidence that the Mer 
handising Mart 1 
vorking to stimulate interest for 
the appliance-radio-T'V exhibitor. 


aggressively 


Rumored = are pecial exhibit 
for new product ictually unveiled 
it the Market ind other pecial 
treatment for anything new and 
ensational, ‘The Merchandise Mart 


has re-instituted consumer tours of 


the Mart and also has a special 
Ith-floor tour that includ i 
broadcast from the RCA 
pa Ih have contacted UY 
Motorola, Inc 1170-73 
Murray Corp. of America, 

Easy Laundry Appl. Div 1168-9 
Mutschler Brothers Co 1144 
Noma Lites Inc 1472 
Norge Division, Borg-Warner Corp 234 
Norris-Thermador Corp 11-104 
Northern Electric Co 1453 
Paragon Electric Co 1497 
Peerless Mfg. Corp 1177 
Philco Corp 1100 
Preway, Inc 1198 
Proctor Electric Co 1412 
Quaker Mfg. Co 1147 
Radio Corporation of America 11-101 
Republic Steel Corp 11-116 
Republic Steel Kitchen 11-116 
Revco, Inc 1137 
Rheem Mfg. Co 1130 
Rite Distributors Inc 11-117A 
Rival Mfg. Co 1494 
Rival Mfg. Co 14-103 


Samuel Stamping & Enameling Co 


Suburban Range Div 1199 
Sessions Clock Co., The 1409 
Siegler Corp., The 360 
Son-Chief Electric, Inc 1466 
Speed Queen Div., McGraw-Edison Co.. 1160-61 
Steam-O-Matic Corp., The 1492 
Steam-O-Matic Corp 14-103 
Steinmetz & Kelly 1422 
Stoware, In 1493 
Superior Electric Products Corp 1487 
Sutton, O. A. Corp 11-114A 
Swartzbaugh, Ted & Assox 14-101 
Swing A-Way Mfg Co 14-101 
Sylvania Electric Prod. In 

Radio & Television Div 1155 
Tappan Stove Co., The 1134 
Temco, Inc 1197 
Thermador Electrical Mfg. Co. Ine 11-104 
Toastmaster Products Div 

McGraw Edison Co 1474 
Tracy Mfg. Co 1142 
Wagner, E. A. Mfg. Co 1422 
Westinghouse Electric Cor; 11-122 
Whirlpool-Seeger Corp 11-112 


Youngstown Kitchens 
Div. of American Standard Cor; 1119 


Zenith Radio Corp 1158-59 


Chicago groups offering them the 
Mart’s services in arranging tours 
During the Market, of course, pub 
lic tours will be suspended 
Another record crowd is ex 
pected in Chicago next month 
Neither Mart sees 


in the number of visitors, in the 


iny reduction 


hotel space problem, or in_ the 
amount of business to be done 
Mart officials think that this yea 


will see more new merchandise of 


fered, but they expect a “very com 
petitive market, which mean 
there will be more to look at than 
evel 

Admittedly, however, the fun 
tion of the January Market ha 


changed for th ipphance-radio- 'V 


industi iccording to poke men 
for both Mart It now prin 
val] mect-and-greet ituation 





FURNITURE MART 


Altheimer & Baer, Inc 546D 
Arvin Industries 522 
Athens Stove Works 626 
Atlanta Stove Works 5408 
Auto Stove Works 546A 
Barler Metal Products 538B 
Barton Corporation 549A 
Blackstone Corp 544A 
Boston Stove Foundry Co 5378 
Brown Stove Works 5158 
Caloric Appliance Corp 519 
Dixie Products, Inc 524 
Eagle Range & Mfg. Co 547A 
Erlich, Lou 549A 
Fairbanks-Ward Industrie «+225 
Hardwick Stove Co 1530-31 
Homak Mfg. Co., In 540B 
Katz, Frank M 1012 
Kemper Bros 1247 
Kingsley Products 1020 
Lifton Co Inc Harold 941 
Lonergan Co., Vincent J 2351 
Magic Chef, Inc 517 
Marshallan Mfg. Co The 1144 
Marvel Metal Products Co 5098 
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Monarch Washer Div 


Central Rubber & Steel Corp 5168 
National Silver Co 5158 
O'Keefe & Merritt Co 537A 
Parker-Allen Industries 549B 
Quicfrez, Inc 538A 
Robbin Products 5148 
Roper Corp., Geo. D 529 
Starbrand Sales Corp 549A 
Sub Zero Freezer Co 5378 
Sunray Stove Co 541-424 
Tennessee Stove Works 504 


United States Stove Co 504A 


Welbilt Stove Co., Inc 501-502-5438 
Wilshire Mfg. Co 5148 
Woman's Friend Washer Div. of 

Central Rubber & Steel Corp 511A 
Zenith Machine Co 504 


*(ELECTRICAL MERCHANDISING has prepared 
these partial listings from information pro 
vided by the managements of the Furniture 
and Merchandise Marts and has made every 
effort to include all names of interest to the 
appliance, electric housewares, radio and 
television industries, but takes no responsibility 
for errors of omissions 


Is Foreign Hi-Fi At Peak? 


Right now we are importing 200,000 radios and 
phonos per year from Germany and this may be almost 
as high as the total will go, German official says 


any imported hi 


fi t 


nerican market absorb 


\ ' im a good position t 


kno ime up with a partial an 


that question last 


| \\ ner Mever, vic pr ident 
it) ral manager of Blaupunkt 
in resident of the West German 
| t Assn 
| il iid Meve the 
Un Stal vill nport ibout 
German radios and radio 
ph nbinations. What's more 
M mtinued, this is about 
ae (, nan I is the domesti 
t He doul tha 
OO set Il 
f n Germ 
Ve id, import 
if i il 
node Only la 
\l vledged that 
feeling the effect 
\ nr enter the hi 
But ! mten th 
t is Bla Ipun tw wat 
fi ket for their product | 
ll quality, technical 
feat ind, above all, continental 
t Among techni il feature 
m (, in sets which have proved 
t 1 strong appeal to Amerti- 
i l hort wave, Meye 
Right now iid Meyer 
\ in marh tak percent 
¥ German radio export It is h 
n that half of the radio 
hout th d tod 
mn. He | that 
t ¢ nan T'\ ( 
\l hat » UI 
\ 'V make to 
r ; ; He } } 
' r Germa narke 
t TO! [ S n 
f t ild be satisfied with re 
‘ tel Alt] h tl 


month 


the 


German T'V market is largely un 
tapped he said he did not think it 
would take more than 50,000 unit 
1 year for some time. He empha 
ized that American firms would 
have to make provision for ade 


quate service facility 


Farm Survey Studies - 
Laundry Saturation 


Che extent to which farm fam 
ilies are in the market for appl 
inces using hot water has been 
indicated by a recent surve 

lhe status of laundry units and 
vater heating equipment on the 
farm was determined recently by 

conducted by Farm Jour 


nal 1 VANE Of 1000) familie 
estioned ephed 
Lh repli howed that } 
percent of these farmmil have I 
cparate water heater. ‘Te put the 
vater heaters to use, § percent of 
pondent repr rted having in 


electri lothes washer (61 percent 
nnger type; UY percent jutomats 
others making up the balance In 
iddition, 16 percent of all respon 
dents have a clothes dryer, 80 pe 


cent of which are electri 

Some 98 percent of respondent 
own at least one electric hand iron 
Breakdowns include 69 _ percent 
who own a dry iron, 45 percent 
who have a combination steam and 
dry type, and 16 percent who own 
both type 

As for ironer 12 percent of 


( pondent have one nH) percent 
ire electri 
Substantial percentage of tarm 
familie plan to make ipphiance 
purchase in the next twel 
months. Some 7.2 percent plan t 
buy an automatic water heater; ( 
percent plan to buy an automat 
the Vash a percent an 
tomatic clothe iryer and Luke pr 
nt a combination washer-di 
lL lectri ipphiance were favored 
is by more than two-to-on 
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SLIM 


NEW GENERAL ELECTRIC 
FAN MOTOR WILL HELP YOU... 


gach 


Actual Size 





... Sell Style in 1958! i 


General Electric’s new two-bearing motor speeds the 
trend to thinner, more compact, better looking win 
dow fans for your design conscious customers, It will 
let you sell style in 1958 

To get fans with fashion appeal and built-in b iyer 
preference be sure to specify General Electric’s nev, 
Slim ‘29’ frame motor on your next fan order 
General Electric Co., Schenectady 5, N. Y 
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HERE aren’t many factor ilesmen like 
Wayne Brightbill calling on dealers. But 
there soon will be more 
Actually, Brightbill and three others like 
him on the RCA Victor payroll aren't sales 
men. On RCA’s job description sheets they’ re 
members of the “market development group.” 
But to distributors and dealers with whom 
they've been working in recent months 
they're simply “hi-fi specialists.” 
So successful has been the work of thi 
group that RCA will soon add four more 


men so that each of the firm iles regions 





ANOTHER IMPORTANT job for Brightbill is helping dis 
tributor salesmen open up new accounts. Here he 
puts on a presentation for C. A. Schuster, general 
manager and A. W. Evans appliance buyer, for Gay 
fer’s in Pensacola, Florida 
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HARD AT WoRK on dealer floor, shirt-sleeved Wade 
helps appliance buyer A. W. Evans set up a hi-fi promotion. It’s 
only one of many jobs done by men like Brightbill, who are . 


A NEW KIND OF SALESMAN FOR HI-FI 


ill have a hi-fi pec list available 

I he group was created last winter after 

tensive hopping at the retail level had con 
vinced RCA _ Victor vice-president Jame: 
l‘oney and general sales manager Louis Col 
lings that there was an acute need for sal 
training at the retail level 

Primarily, that’s what the specialists in the 
new group do They train both the dealer 
ind distributor. In addition, they 
the distributor salesman in opening new hi-fi 


he Ip out 


iwcounts and stay around to help the new 


dealer launch his hi-fi activitie Lhe tatf 





TYPICAL OF WIDE-RANGING activities of men like 
Brightbill is this demo in record department of 
Rich’s in Atlanta. In such stores hi-fi sales are 
not limited to one department and Brightbill offers 
training for buyer Dinty Moore and sales girls 


DECEMBER 


srightbill, left, 


booths at hi-fi shows, make radio appearance 
ind explain hi-fi to innumerable civic and so 
cial organizations. 


Ihe specialist: have been carefully 


cruited; all have a heavy background in se!) 
ing. Extensive training at the factory com 
pletes their indoctrination. Once they're at 
vork they report to Bill rick, manager of 
market development for the division. Frick 
vas one of the men who drafted the original 
market development plan and, according t 
Collins, must be given a major hare of the 


redit for its succe thus far 





MOST IMPORTANT single function of market de 
velopment men like Brightbill are the sales train- 
ing sessions they run for dealers and distributors 
Here Brightbill runs a meeting for distributor sales- 
men at Yancy Co., Atlanta 
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ttt 4 Bite : 
; x, We “ 
V d for ‘58? 
TV Trend tor 583 
La ir, Sylvania made a bid for a larger share of the television 
narket by introducing the 110-degree tube. Last month, the 
firn ide a mad such bid making a radical cabinet design 
ha illed the Svlouett 
| l-inch Sylvania sets may set a trend in ‘TV furniture 
t | ig the nonths to com encased in a ten-inch, all-wood 
the tube projects from the front, thus creating a “floating 
picti lesign 
| | n of the nev ct has enabled Sylvania to place three 
hi-tf ikers around the picture tube, thus producing a urround 
oun tect Lhe ontrol pancl oncealed under thi top of the 
et iched by sliding the top back a couple of inch 
| icy ibinet ome in lh ied oOuk, mahogany ind \ ilnut I hey 
ire nted on square bra legs with brass trim on the set. Although 
S i has declared an open list, the sets are designed t tail im 
th hborhood of $40 











FIRST SHIPMENT of floor polishers from Regina’s new million-dollar Rahway, N. J 
plant start its journey. Lannon F. Mead (left), president, and L. R. Beavis, presi 


dent of the N. Y. distributing firm, for whom shipment was intended, beam approval 
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NEW GENERAL ELECTRIC 
FAN MOTOR FILLS 
CUSTOMER’S DESIRE FOR 


ast Reversing Fan 


When you ask for G.E.’s new Slim motor 
window fan units, you'll be getting the fastest re 


on your 


versing shaded-pole motor on the market. It reverse 
from full speed in one direction to full speed in the 
opposite direction in less than 30 cond Your 
customer also enjoys longer pushbutton switch life 
because the slim stator design has rnore coil, mea 


less watts in the separate reversing circuit. Make 
sure the fan units you order are equipped with General 
Electric’s slim ‘29 frame’’ motor—the motor with 
built-in buyer preference. General Electric Company, 


Schenectady , N. Y 


62-41 
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G-E Test-Markets 
Rotisserie in West 


99 
i | ( | ( 
| ' 
ht ' t 
ne ppl ‘ 
i nts m Ket 1 t ! 
t pet 
t lee hy 
It format | if t 
ind test t | \ 
! ' J 
In j majo t D G-E, to 
| hn th nad , yf 
the compan will put mode 
Ki ) unto full uppl in the la 
We t here it marketing iti bye 
tested under the most diversified 
iditions im the nation, according 
to M. M. Wheeler, G-1 regional 
ile manager for the portable ip 


pliance cle partine nt 


sefore entermye the rotisseru 
held, with its long history of b m 
ind busts, GI pent tive Cars on 
onsumer sur mad market stu 

W heeles reported I hi WW) 
pan found that a | 
find big publi j plan ( if | 
pendable and backed b ood 

He pointed out that the rot 

enow lasa ip it saturation 


SCHEDULED MEETINGS 
WINTER MARKETS 


Merchandise 
Chicago, Ill 
January 6-17 


& Furniture Marts 


NATIONAL HOUSEWARES & 
HOME APPLIANCE MFRS 
EXHIBITS 


Nevy Pier & Drill Hall, Chicago 
16-23 


January 


NATIONAL ASSN. OF HOME 
BUILDERS 


14th Annual Exposition 
Conrad Hilton & Sherman Hotels 
& Chicago Coliseum 
Chicago, Il 
January 19-23 
WESTERN WINTER RADIO-TV & 
APPLIANCE MARKET 


Western Merchandising Mart 
Calit 


Franc 8c oO 


1.7 


< 
an 


February 


NATIONAL ELECTRICAL WEEK 


February 9-15 


NEW ENGLAND HOME SHOW 


Mechanics Building 

Boston, Mass 

February 13-19 

14th ANNUAL NATIONAL WIRING 
PROMOTION CONFERENCE 


Hote 
Mich 
20-21 


Statler 
Detroit, 


February 


82 


Vive la France! 





A WEEK ON THE RIVIERA is charted for prize-winning Fedders-Quigan air condi- 


tioner dealers in 1958 


This year, they went to Nassau; next year, some 2000 of 


them will spend company-sponsored, expense-free vacations at Cannes, France 


Here Fedders vice president U. V 


coiran, right, France's 





The Big Push 


Year-end promotions see 1957 out and ambitious 


Muscio, left, clinches the deal with Jean Bou 
director general for tourism 


ad campaigns, dealer-incentive plugs take shape for 


1958 in the appliance-TV industry 
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the Caribbean wher the tre l 
hunt will take place A tot I 
$100,000 in cash is to be found 
id divi | \ pecial >] ] l 
ertisin ) im has a 


innounced by Mi itorola \ 
1] 


f |2 full id near] 
eck for eight week 
ippear in newspapers in 


market 
Necchi-Elna i 


ent to it 


KC 
ving a Unrist 
in the 


mas pre retailer 


form of full-page color ads in Sun- 


day supplements in 55 market 
I hese will include local deal ist 
igs in ¢ ich ifCa 

ORRadio Industries is enc: 


ing a | ipe It OF the Air’ promo 
Kits for thi 


ith ¢ 
display card with pocket containing 
detailed 


tion include 


instructions on recording 
programs off the air; a two-color 
window streamer identifying the 


tore as he idquarte rs for the promé 
literature 


howing how the dealer can increas 


tion; and promotional 


his own tape and tape recorder busi 
by 


Precision Electronics Inc. has in 


ne cooperating 


troduced a new Live High Fidelit 
Demonstration Merchandiser 1 
vhich i elf-contained control 
vitch permit immediate 
vitching from one operating 
ponent to another for compa 


purpose 
I 


RCA-Victor radio and “Victrola” 


division has scheduled its heaviest 
ind most concentrated seasonal ad 
criising Campaign for radio id 
phonographs during the current 
quarter, Nationally, the campaign 
using network radio and 
vision and ma irculation 
VANIL’ 
Local dealer listings in ne 


ids to be paid for entirely by th 
manufacturer will be offered 
Ride-A-Mower Corp. as part of it 
xpanded advertising program 

19 Thi ompan will a 
omplete st of a senes of }-pa r( 
iewspaper ads to be run in « 


vher 


Successful Farming magazine 


there is distribution 


Wea 


ntinue it motional activitie 
I | ti hy rat iler ell 1 

ANCE ( tchen to ft 
farmualy 

Thy ' 1 fat 
to \ S. Steel's 
Te of ! ik Kit On 
feat f th Kit in t 
tran ' ' f S 
flake nngl n addition t i! 
lgnature 


Westinghouse distribut 


throughout the country have 
naterial t ute the firm’s first 
l-line dealer m handising 
im. D ied to tie in di 
th th mpa it he 
f Ton , , ' 





MERCHANDISING 


ject is the first step in a program washer promotional campaign in 

to provide deal vith full-line sale which retail dealers are able to WHEN YOU SPECIFY 

programs rather than ite prod ffer a full vear’s supply of Cascade 

yg a er ee GENERAL ELECTRIC’S NEW 
Youngstown Kitchens Prox ne of the compan Jet-tower 

ter & Gamble ning ina dish lishwash 


Co-op Without Red Tape 
That’s what G-E’s housewares and radio receiver divi- 
sion hopes to achieve with a new plan which provides 


outright promotional allowances to distributors FAN MOTOR YOU GET ASSURED 


General Electric’ houseware icW uch expenditures and “offer 
ind radio receiver division § ha idvice and counsel.” t p f 
moved to cut some of the red tape Maste rpool idded that “it would us omer re erence 
from co-operative advertising obviously be necessary to (termi 

{ Ip to now distributors have had nate the plan) if experience sug Your window fan customers know that G.E.”’ stands 
to file monthly claims for ad allow gested that distributors were not for dependability. In a special sales test conducted 
inces to cover promotional activi carrving out their part of thre pro in Stamford, Connecticut, 28 purchasers out of 30 
ties. In addition. distributors had motional activities with the same bought the product identified by a G-E sales-aid tag 
to spend a tipulated amount. of eSorts and results they have in the though deliberately priced higher. They know 
isle ances wane th qualify for the past they'll get a good product and that excellent service 


will be available quickly through nationwide service 

-op from the ompan\ 
w the wor , , ) 

By the very nature of thin il] motor, use the tag below and watch sales rise 

thi reporting im olved a lot. of General Electric Co., Schenectady 5, N. Y. 632-12 


paper work. Now, G-E has abo GESCO and HASCO 
ished these requirement ind will Under Factory Rule 


pay each distributor a monthly ad 


network. Specify General Electric's trim new fan 


- 





ind promotional allowanc« equal In a move apparently designed 4 
to 1.5 percent of hi purchase to give the product divisions better -- Actual Size 
In its letter to distributors an control of factory distribution, Gen 
nouncing the new plan, G-E itself eral Electric has transferred the 
inticipated two reaction major appliance and television op 
1) that the move was actually a erations of the General Electric 
restoration of margin cuts which Supply Co, to the parent factor 
were announced in 1955. Not so Simultaneously the  responsibilits 
ivs G-] lhe new plan i ictuall of the Hotpoint \pphance Sale 
1 logical development Ad man Co. was transferred from HASCO) 
iger M. M. Masterpool pointed out to the parent company. ‘The major : 
to distnbutors that “when we em Ip] liance and television operation 
barked on our new pricing program of GESCO are now ontrolled 
we stated we must all idopt met from Appliance Park in Louisville 
handising techniques which would while the HASCO operation nov 
exploit to the fullest extent possible report to Hotpoint Chicago 
the lowest consumer prices we can othice 
tablish it became ipparent According to Jolin Fb. McDamiel 
that we had saddled our distrib newly-appointed icting general 
ute n urselve vith added ex manager of HIASCQO. the transfer 
pense | omplicated methods of was made primarily for better con 
cporting trol of ompan owned inventor 
that distribut uld pocket better liaison with distribution 
thie nev i Van ( thes ind improved marketing and s¢ 
to d nent adver e efficien Hotpoint president 
tising pendit j that di hn Sha p also emphasized that 
t t t ng they ) lang ire ntemplated in 
i t te to p ist it | erviced by Gra 
' | Mast 7 | ( in idependent 
that yuld be listribut I ( 
f f tinue t Alth hh il J t NH 
to t 4 fund t nie ) tf th fin t 
t i | that th npan na 
t f the forn GESCO) « 
: Fone pe non General Elect \y 
t of t j | by th in t-up. Meanwhile, GESCO 
t t Master] B port, ( iaintain 
ors eect GENERAL @@) ELECTRIC 
perat ic] j j ire 
Co t i j 
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DRY-R-X 


BRINGS YOU 


NEW 


val DW 


* Only patented, self-thawing 
clothes dryer vent with 
exclusive automatic 


weather-proof damper. 


SELF-CENTERING CLOSE- 
COUPLED VENT FOR 
SPEEDIER INSTALLATION. 





LOWER PRICES... 
MORE TO SELL FOR 
MORE PROFIT. 


NEW VENT 


New self-centering close-coupled 
vent provides for fastest, easiest 
direct venting on outside wall from 
kitchens and utility rooms. New 
coupling is automatically self 

centering--automatically locate 

and tightens itself. Accordion action 
of flexible tubing automatically 
adjusts to desired distance from 12 
inch maximum to flush. Available 
for 3-inch or 4-inch diameter dryer 

All kits individually packaged with 
instruction sheet 


SAVES TIME AND LABOR 


New coupling unit with 3-prong 
guide makes it easy to connect flex 
ible tubing to vent pipe. No lost 


time or fiddling around in cramped 





quarters trying to engage tubing and 
vent 





NEW LOWER PRICES COMPLETELY LISTED 
FOR DEALERS AND DISTRIBUTORS 


Our top qualit e, together with completely new close-couple unit 
ind low | { in ell f rn 1 t. | 
enien e we elin ite | r rh Only DRY-l1 | 1 
eparat 1. ea { p heet | leu i id 
\ p ‘ e pia pell d it i} \ ir | pict ita 
gia ‘ All DRY.) \ kil ire nad luall packiy l { t i 
hres i re »} 1 more 


DRY-R-X VENT KITS FOR EVERY NEED 


Flexible Kits include 3 or 4-inch DRY-R-X Exhaust Hood with Auto 
matic Damper 6 or 9-foot lengths of pearl-gray Flexible Duct 3 or 


1 inches in diameter 


Rigid Kits include 3 or 4-inch DRY-R-X Exhaust Hood with Auto 


matic Damper > adjustable aluminum elbows, and 6 or 8 feet of 


Aluminum pipe in 2-foot lengt! 


Write direct for information 
on displays, free literature 
and price sheets 


--==-=-=----)) DRY-R-X CO. 


6632 WEST SHORE DRIVE 
MINNEAPOLIS 24, MINNESOTA 
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Quality Pays at Motorola 


You can save only pennies in manufacturing but 


dollars in warranty costs, Motorola decides, as it markets 


a TV line with a “remarkable” service record 


Design changes, and the addition 
ft a patented device, the “Tubs 
Motorola’ 
1958 ‘I'V line the best sale pitch 


ry, have niven 


the firm ever had, according to 
Motorola management Admit 
tedly, this is a real switch from last 
ear experienc ind they’re proud 
f it 

In explaining thi year’ id 


vances, Chuck Llovd. Motorola na 
tional ‘TV sale 
tory started some five vears ago, 
when Motorola was making sets at 
low price Che sets had a “remark 


ible’ service re rd but were not 


manager, savs the 


up to competition in picture qu lit 
With a switch to a 
higher quality picture, reliability 
went way down, though not 
Motorola says, bevond the industry 
iverage 

Despite anguished efforts at qual 
ty control, which at one time three 
model year ie iw Motorola re 


turning entire hipment of com 


ind brightne 


ponents to their 
trouble continued, hitting parti 
ularly hard at the hard core of ex 
lusive Motorola dealers, who were 
used to “selling a Motorola and 
forgetting about it.” Motorola had 
witched to higher voltage for bet 


it 


upplier their 


ter picture ind was paving for 
For 1958, the situation in Motor 
la’s eves was “make good or make 
om,” and the were not about to 
make room. Intensive study had 


revealed som nf tine fact low 


end sets, which w “series” cha 
were far eliable than the 
high end, mad vith “parallel” 
hassi Th et used 6f 
nil tube ] h turd ind 
he pe! than th 1 the high-end 
t Transf ' fa ilyore were 4] 
ntributin t high-end t 
lem is W ertain kev tul 
reneral use th thout the du 
t Mot la set up for 1958 br 
designing the sturd 10-mil tube 
nite the high-end t n 
und the transformer problem a 
mucha b] th “drv rectifica 
tion,” and by spending more m 
for kev tube 
On top of the improvement 
Mot la en ime 1 vith 
the Tube Sent id hich 
illow nly filament Itage t et 
through when th ct first turned 
on, keeping the real power out 
DECEMBER, 


1T957—ELECTRICAL 





HIS FAVORITE GADGET is Motorola's 
Tube Sentry, says Chuck Lloyd, national 
TV sales manager. The “MD” on his 
lapel button means “Million Doliars,” 
and that’s what Motorola is spending 
to promote the Tube Sentry 


until the tube 


ready This eliminate i surge of 


are warmed up and 


power at turn-on which can be a 
high as 17 to 18 times the shock 
of normal operation, according to 
Motorola engineer 

Results of this program allow 
Motorola to give all sets in their 
line 20,000 volt powel upph even 
leader models, and still get a five 
fold reduction in service costs. Of 
xtra money spent on the sets in 
Motorola figures it 


ets 80 percent back in reduced 


nanufacturin 


cwspaper ad 
ign on the Tube Sentry that ha 
level p d en th impact to have 
Motorola field men asking for the 
lube Sentry throughout next yea 
line. Another result was the firm 
mviction at Motorola that “Thi 
mpetitive that \ 


in save only pennies in manufa 
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11th ANNUAL AHLMA CONFERENCE: 





ADELAIDE FELLOWS, home economics 


tne questions of ( apper 


was filled with qi 





GEORGE P. LAMB, legal counsel for the Association 


with Easy’s 


STUDYING PROGRAM during luncheon break 


Camille Beauchan p of West nghouse, 


and Helen 





estions about fabrics 


Homer Reeve 


Kendall 


of Easy 


s Farmer editor 


A Scientific Approach to Laundry 


director of Philco Corp 


Julia Kiene. This 


: 


left, answers 


year’s conference 


equipment, and soaps 
° 


Betty 


Parker 


talks over 


of 


Georgia 


some points 


in proceedings are, left to right, 


Power 


(Complete details on following page) 





THE FEMALE VIEWPOINT is shared by, left to right, Maxine Livingston, 
Parents magazine; Virginia Van Nostrand, economist for RCA-Whirlpool; and 
Mildred Clark and Marjorie Chandler, economists for Oklahoma utilities 





LOOKING OVER UNITS are Arieen Arnold, director of the Kelvinator Institute, 
left, and Irene Muntz of Rochester Gas & Electric Co, right 


FRIGIDAIRE GET-TOGETHER includes, left to right, Mary E. Huck, the company’s 
director of home economics, home laundry division manager £. J. Hawkes 
and Kudner Agency account executive W. A. MacDonoug! 
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Quick, 


easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 







Model CT—with flared | 
for copper tubing 


Model ST— 


fur pipe connections 


for mak 


SKINNER-SEAL SADDLE TEE 
ing pipe connections. No pipe cutting or 
threading 
Quick, easy. ¢ 


ers, driers, gas refrigerators, heaters 


Only one bolt to tighten 


uts cost. For installing wash 


etc. Write for circular 


Approved by Underwriter tories, lr 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 


Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
oatray. 

Both the Post Oilfice and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36. N. Y. 


NEW 
Name 
Address 
City Zone Biate 
Company Title 
OLD 
Name 
Address 
City Zone Btate 


ELECTRICAL MERCHANDISING 
Y. 


330 W. 42nd St. N.Y. 36, NM. 
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Science of Laundry Sat Sint "Se coms on 


Ha can De pre et 


emblage that 





The 11th annual conference of the American the automatic dryer is ready for 
Home Laundr j . vash-and-» Da \icDermand 
| y Mfrs. Assn. studies the burgeoning prob- —jfamilton Manufacturing Co.. fur 
lem of wash-and-wearability ther stated, “I idinal sin in 
jufomat erdrying, this 
il l i kling ) 
I) I quent refurbishing in automatic : ' : ' ro 
| ' ; t j t isher ind dryer mM th, rT if ly featur 
i i ul \ panel outhinin basi prin time and temperature controls that 
t the An Hon ple of today isher carve in be et fo mn period of tim 
I Manufact \ nd ironers, under the chairman required from 10-to-30 minute 
| — held hip of Lou Snyder Whirlpool 1] in hour; fabric protector dials with 
ithy in Washingt is the ¢ lustrated how the h .ae laund heat settin librated according 
inment-making detergent ndustry is working with leading to tvpe of fabric including wash 
a hore titi richinctrie t . . - Wao 
j nov | L ) md I bye textile and dete gent make to de ind im’ man iso calibrated 
| agers yr : ister lated ™ op mechanical improvements to varm, low high ind = fluff-and 
cn | 4 | a ot pro ain lve sore pre ent proble m tumb] for drying with ne heat 
sum ith quality wash-and Latest washer for instance - thermostaticall controlled 
| cal age wd thee equip clude uch feature i Vater tem timer ld etting for light, no 
| nent vith Vii i to main mn ; a . . : ; ’ 
; — ta MCT ATUTS ontro to pro ide hot na or hea load plug 1utoma 
1 ' ‘el _ irm, Cool and cold water for both ti hut-off when load is dry. Other 
) Clones il ic] ; ‘ ree 1 
Wael 4 7 vash and rins¢ it detergent features to be found include re 
. pnbecn hago . van dispenses vate! miditioner in freshers to add ent; no-heat set 
un . ; ¥ bea ided tor for rinis¢ vater pa if ting fo! pla ti OT rubber fabric 
nto th mayor part (1) A study le for the heerest. most delj vrinkle remove tumble action at 
f recent ce lop ! | ( , 
' if tale if fabri to thre he iviest VOT) room temp itu im the final 
} 1 | 
mm & - n oads; pre-wash soak cles; lighted minute ind racks for “heat and ai 
nad cil il nit j i hhutte 7 yity )] fabri ele ml 
id ition th 
und 1 tiv | i . . 
sh] pod Manufacturer Shipment Statistics 
ite ee han lip j if i _— 
tomati ty | in 
v ESTIMATED INDUSTRY SHIPMENTS OF MAJOR ELECTRICAL APPLIANCES, 
ron pecia ned to han RADIO AND TELEVISION 
die these 3 fabri ind (3) 
tud t thi hemistt of hom 1957 1956 % 
iund iter let if (Units) (Units) Change 
wer DISHWASHERS Sept 36 ,700 34,800 + 5.9 
_ hiten 9 Mos. 292,100 315,300 74 
tarch | finish DRYERS, Electric Sept. 113,169 
Although: it i icra j | 9 Mos 564,521 
! it af pl it the t mW ' hy ind Gas . Sept. 51,299 
9 Mos 250 , 570 
oe 2 Ce pract Total Dryers . Sept. 164, 468 183 ,668 10.5 
uly all garments — present 9 Mos 815,091 993,335 17.9 
ta | still ju me light iron FOOD WASTE DISPOSERS... Sept. 53 , 500 57 , 400 6.8 
ing or D ng to make them 9 Mos 397 , 100 466 , 500 149 
grape, Se a, FREEZERS Sept 79,000 79,100 
sel cre tare panna eplhas 9 Mos. 745,300 796,000 6.4 
far from being just a merchand IRONERS Sept 4,203 5,748 26.9 
ith b \ h ind weal il 9 Mos 30 495 4\ 045 25 7 
it th , ' TELEVISION (Production) Sept 832 ,631 894,211 6.9 
A lees ; f 4 9 Mos, 4,589,164 5,259,271 12.7 
: : RADIOS, Home-Portable- 
- m the U.S 1 wash-and Clock (Production) Sept 1,164,329 969 399 +20 1 
i t I men 9 Mos. 6,537,009 6,475,803 t 9 
hirt jackets and- men’s RADIOS, Automobile 
ummer suit tated Dr. D. J (Production) Sept 446 419 349 .790 +27 .6 
rm . 1 9 Mos. 3,839,345 3,060,093 +25.5 
Llolone Lextile ‘ 1 ' bu RANGES, Standard Sept 84 500 89 , 300 5.4 
Pont ¢ 1 hus talk on man-made 9 Mos. 700 , 200 935.300 25.1 
filo Ile furth yredicted that RANGES, Built-in Sept. 40 , 300 40 ,000 + 8 
in 19 aah a . fon 9 Mos. 313 , 800 296 , 800 + 5.7 
: ee REFRIGERATORS Sept. 265 , 200 277 ,300 44 
15 Gans puscns 9 Mos. 2,527,500 3,018,800 13.0 
ish-and-wea VACUUM CLEANERS Sept. 302 , 869 320 , 278 5.4 
\ tremendou mount f 9 Mos. 2,372,893 2,768,456 14.3 
earch n heing don — 9 WASHER-DRYER 
— ae oa a Combinations Sept 19,749 90056 +118.1 
tile and inment-making indus 9 Mos. 132.557 67.964 1950 
to improve the quality of th WASHERS, Automatic & Semi. Sept 293,795 289,345 +15 
hand cspe la men 9 Mos 2 083 933 2 400 ,.927 13 2 
=) and 5 dest of allure WASHERS, Wringer & Spinner. Sept. 90 , 504 104,230 13.2 
, , aa pees. +7 9 Mos. 668 , 909 872,651 23.3 
, ed OF ~apeee WATER HEATERS, Storage Sept. 69 , 800 75, 400 7.4 
to inform isu 1 what t 9 Mos 587 ,000 692,700 15 3 
look for in labellin SOURCES: NEMA, AHLMA, VCMA, EIA (formerly RETMA) 
nent ntended f I 
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SUPREME RULER of Gibson convention is William F. Magara of Minneapolis. Magara 
a salesman for W. R. Beamish Co., was selected from a top sales group of 40 Gibson 





ACCEPTING AN AWARD from W. C. Conley, right, Gibson’s vice president in charge Men of the Month He is shown with the convention's ‘Miss Gibson Among 
of sales Sheldon Geist, left eist is representing J. N. Ceazan Co., Los Angele: his prizes will be an all-expense-paid trip on Gibson’s “Havana Holiday’ next year 
San Diego, and Phoenix distributor for Gibson. The company is the top Gibsor 

jistributor, heading the list of the company’s “Top Twenty 


i ned blorence im Exurbia Cited 


\A / A iN at liad icant 
W ; " As Pump Market 
€ ve ever re errer I’. C. Sorby, N, C. Kreuter 
\\ }. lost \ { 1 hic ilver anmniversal nectin 
; ‘ . t Cx 1). Roper Corp f the National Assn Domestic 
Gibson takes a look at a 20 percent increase in ‘iD | :pacities simi a larm “sa Mfi wate 
orders after its New Orleans convention, decides that “ot it responsibiliti reard a new five-year plan to in 


. ce the ile of electn iter 
1958 won't be so bad after all tems to the non-farm suburban 


NARDA Names Twelve nmercial and farm market 
me Nirm 0 ect To Supplement Board John Hosford, executive — vie 


, gs . i tl ptimust Ihe National Appliance & Radio president of the issociation, 
7 i WUE NM estimiat f our district IV Deal Assn. hy named | pomited out that the non-farm sub 
' Gil Nanage il chairmen ¢ lement urban or exurban market should be 
ning | hi ) t tt that Hin vi { ts | d r direct if th local the mdust prime target, ~~ 
C at { Inte ! Lowe I Wi expect ! Ihe exurbanite, the architect, the 
{ Sa Nl li Gra in New f ompetition L hese hammen wall act i biildes the well-drilling con 
“rea ecent \ dad atter tl Sun lolla ind bet een members in tl tractor middsothae plumbing ol 
aisha rn { list ito i | tt ICTCASE ul ! ( NARDA fh idquart Hy tractor in addition to the mort 
ets risk] r tl ipphance market li ~ , ent local 4 lem ve financing agen must be 
thy wy f es a sha Sweet licted i return t ARDA TIO alon vith recon pt a Be sh, ps) 
nendation ist ly the i hit by “ ‘ts per : ON 
i I t of 1 rn ft ted Ih ho annge ind sizing of the equipment so that 
f Tu f it f th id area dealer \, needed the individual water supply is trul 
: : , . . tel . th ! ind th end ! | I NARI) idditional omparabl fo cit vat CTVICE 
Primlin nt pian price the in trength the executive vice president said 
I t nt t dll ifactu 
nad heat , hou full of m handise that 
e lehum ‘ ~_ Pa 
' on 4 ' ' 
paar Sean ’ | See s Pokicta COLOR TY 
i tion fT ! I a ss JS 
f M Lel 
t tion 1} The network schedules of color television for the month of December 
tested { include the following programs: 
WEEKDAYS, 1:30-2:30 EST, NBC The Howard Miller Show; 3-4 EST, NBC 
—_ : ; { Florence Stove Buys NBC Matinee Theater (Except December 16, 23, 24, 30 
a Roper Ranges, Dryers MONDAYS, 7:30-8 EST, NBC-The Price Is Right | | 
TUESDAYS, 8-9 EST, NBC The Fisher-Gobel Show; 9:30-10 EST, CBS-—Red 
. _ I] Stove Co. ha pu Skelton Show (except December 3 
humudifi , hased the gas range and drye WEDNESDAYS, 9-10 EST, NBC—Kraft Television Theater 
a ate a PION! I f Geo. D. Roper Co THURSDAYS, 7:30-8 EST, NBC—Tic Tac Dough; 10-10:30 EST, NBC-—Th 
neal Xs ! I le has alse ht the Gr Lux Show 
1). Roper ¢ | f Delawar t SATURDAYS, 8-9 EST, NB( The Perry Como Show; 10;30-11 EST, NBC 
t t { irv of Roper. Althe iF Your Hit Parade 
t transfer wa na ' SUNDAYS, 6:30-7 EST, NBC-—-My Friend Flicka ‘except December 15); 8-9 
\ ( ( Cw - Secientn f 4) EST, NBC The Steve Allen Show; 9-10 EST, NBC The Chevy Show 
; R Pe By sagye pt i ges DEC. 8, 2-4 EST, NBC-—NBC Opera, “Dialogues of the Carmelites.’ 
eal { te S | R Rock a hi DEC. 15, 5:30-6:30 EST, NBC—Telephone Time, “Our Mr. Sun:”; 6:30-8 
‘ - EST, NBC—Hallmark Hall of Fame, “Twelfth Night.” 
: [ 7 DEC. 20, 7:30-9 EST, CBS—Du Pont Show 


DEC. 23, 10-11 EST, CBS-—High Adventure; 10-11 EST, NBC-—Amahl and the 
Night Visitor 
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WHEREVER YOU LOOKED on the third al 
and fourth floors of the National Hard » vA 
ware Show you found power mowers 
To the right and left of these two vis es 
tors are models by Choremaster div is 
. bes 


sion of Weber Engineered Products 











Power Mowers Steal the Show 


The National Hardware Show in October occupied all four floors of 


New York’s big Coliseum but eighty-odd power mower exhibitors domin- 


ated two of those four floors 





MERCHANDISE ITSELF provided a seat for Don Hart MORE CONVENTIONAL seating arrangement find TRYING OUT a Jacobsen unit is L. Bedrosian of 
mann of Detroit Harvester, here answering a query Atlas Aire W. |. Surman, right, answering que Mohegan Lake, N. Y Ready with sales story 
posed by Bill Wehner, standing tion from Craig Reid, White Stores, Wichita Falls vice-president C. A. Livesey 

Té xaSs 
ANSWERING BUYERS’ QUESIIONS about Lawn-Boy CONVERSATION PIECE among mower exhibitors was this air-conditioned, domed unit which mows, sows 
units is Robert Schuler, center, sales manager for weeds, seeds and plows snow—-all in air conditioned comfort. Manufacturer in this instance is the Sim 


Lawn-Boy division of Outboard Merine Corp plicity Mfg. Company 





ne 
a 





Brown Retires THIS SYMBOL 


UROL A 


TO MILLIONS 
OF AMERICANS iy 





_—_ 
> \ 

RALPH J. BROWN, manager of market 
ng for the General Electric Supply Co 
HARD-HITTING Lee Di Angelo, manager of Hotpoint’s Customline ilder department division, retired last month after almost 


points out that Customline cooking equipment for 1958 offers easier stallatior 42 years with G-t in 1929, he was 
named manager of radio sales at 





Bridgeport and later served as manager 
1f appliance sales and then as vice 


\ : Ad ident of th ¢ t wi t 
Happy Hotpoint oe (7 Jp ' ELECTRICAL 
| 755, Brown became manager of mar EZ, AY APPLIANCES 


TO MILLIONS 
OF CUSTOMERS! 


keting 


is the name of a character symbolic of her 
company; 400 Hotpoint distributors appear that way Brandt Retires, Ends 


with the presentation of the new line 40 Appliance Years 
Arthur A. Brandt, a top market 


Close to 400 distributor princi- — new boss, John McDaniel, ex- ing figure with General Electric | — Specify U/L Flag Labelled Cords 





. . 
pals and key accounts meet in Chi ned that this hassle doesn’t oe recentl mmounced h 
, ' . 
ipe ecentl to ee at tpoint kK 11 S¢ someon must lead tirement Brandt had been with American consumers today, are 
1958 line ind we're going to start.” He went C-] nce 19 frst as adverti discriminating buyers. They have 
Led | i littl girl in red tight nto chum t 1 hive oimt Hot manager f the Kadio division learned to look not just lor price 
i 
illed Happ Hotp int i ist of t ( { i as that division manager ot and quality but tor alety ‘a 
ight professionals and twelve Hot 1) ‘| t to imcrea leales hhandisin Ile held well particularly when put 
point ext itive present | Look | ile manage posit 11 cha ny electrical product lo 
for that Hotpoint Differen 2) M luct planning and th th mpany from 1940 unt them. the U/L label has becorne 
I h | th if i 
; , the absolute yinbol of altcty 
t t l but 3) S t f f deal | to his expe ' t 
and their confides in it result 
! | f tl " I B idt had been im Sa | | 
in casicr iit ol your clectrica 
i A +) In f t th ¢ Vict I all 
, loct 
, roduc 
new i han ( Hot it] t Machine Co mou saltimore I 
mimediat iudien 5) A ( i ! Washington distributor mia lo be sure of smmedrate | 
t t the merchandise hot Wiip thi nich = the t Washington branch of | the live recognition of thi ymbol 
+} +} } | ' | | 
1 ! Inges, ¢ ! Hot thi kK hat ( iI | in ! use the small blue or green pa 
ish i i nadit | 
ae per U/L Flag Label on yout 
ot tt th distributo At ill ' 
power supply ords and cord set 
il the I I 
It signif that the ord and 
| yv th id ++ ; j 
ord asseml ly have met with th 
( 


high alecty tandards of Under 





Viiistle | ! write! Laborator Ii ana 
il IV n in l just a Important that you cared 
oy int finish H ty nt enough to want only the finest 
pletel pric hi h- I i { if t rd for ul ippl 
ish vl h ( then th nc 
{ i i i 1 { / 
yt wer I4 ) } 
| York I j 
; ' f rd €l mianujdaclyrer hal 
' é lo the lal wd } ) 
' / thelled Cord 
+} 
nd *Biuve FLAG LABEL for cord sets 
itd ii 
*Green FLAG LABEL for power = 
t I 11 supply cords attached dire y A tts S 
0 SSR S Seprem Z wa mine © 
“4 
( f former, 
{ seliahts « is Hotpoint oresident J. C. Sharo P 
, HASCO HAPPILY oe ve the hou g jo up is Hotpoint president J shary Box 398 + Stratford, Conn.s 
5( lookina « sfie hy) t tr difference 
Joking satisfied wit that Hotpoint ores A committee of Manutactocers of Flexible Cordage 
OM UL Ue a ee 
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Supplement Products Services 
For More Sales - More Profits 





HAND 
TRUCKS 


For safe and easy hun 
dling of Ranges, Refrig 
orators, Freezers, Wash 
ors, Air Conditioners, 
Pianos, Television sets, 
Venders, etc. Experience 
in manufact wing equip 
ment for heavy case 


moving since 1901 


SELF-LIFTING 
PIANO TRUCK CO. 





7h Men St finde, we 
Handle retrigerat ’ 
ranges & freerers the 
yuick and easy way 










ROLL-OR-KARI 
DUAL TRUCKS 


Pat'd Step On-Liff Re 
tractable wheels Cap 
800 Ibs Ship. wt. 48 
Ibe DELUXE Mode 
equipped with swive 
wheels at one end 
REGULAR Model wit 


fixed wheels 


Write Dept. 6 
for folder 


ROLL-OR-KARI CO. 


Manvilacturers ZUMBROTA, MINNESOTA 





FAMOUS 


Mend-tri slows | 


I ‘ ee 





just insert wire | 
ends and orime WRITE FOR CATALOG 


tight with ordi & FREE SAMPLE 
ary ollers 


MEND-IT SLEEVE MFG. CO | 


41125 Gloria Terrace Lofayette, California 





SEARCHLIGHT 
SECTION 


Classified Advertising 


EMPLOYMENT BUSINESS 


EQUIPMENT usto or RESALE 


OPPORTUNITIES 


ATTENTION MANUFACTURERS 
of ELECTRICAL APPLIANCES 


Are you interested in manutacturing a 
new featured steam iror n i royalty 
basis? 

This iron has been successful in Australia 
Not a drip action but as much steam as 
desired No coat of dies t igs Tools to 
be loaned or rented Any proposition in 
vestiqated immediately Contact 


ites 5006 





Ilique 
\ f ed f Telephone Lamy 


( a te FoR 











i hig i ra 

TELEPHONE ENGINEERING CO 

Dep i ' r 
FOR SALE 


Sale & Window Banners A sign tor every 
ry ‘ ‘ hu 
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The Year ‘Round Market Place 





ADMIRAL CORP 70 


Agency He y 1& MeD 


AETNA LIFE INSURANCE CO 


THE 


Aae y Ww B. Rer ye 


AMERICAN FURNITURE MART 


Agency Clark B. Kelsey Adv 


ATLAS TOOL & MFG. CO. .26 


je y Batz, Hodgson Neuw 


BETTER HOMES & GARDENS 


Aue }) Walter Th 


BORG ERICKSON CORP., THE 
Agency Fletcher D. Richard 


CHEVROLET DIV 


GENERAL MOTORS CORP 


Aue y Campbell. Ewald ¢ 


CHICAGO TRIBUNE j 4 


Aue y f te, Cone & Beld 


OMMERCIAL CREDIT CORP 
Agency —V ant, Dugdale & ¢ 


CORNISH WIRE CO., INC 


Age y 4 & ¢ 


DRY-R-X CO 


ELECTRICAL MERCHANDISING 


Age i) M. Hicke 


EUREKA WILLIAMS CORP 


Agency —Al Paul Lefton Ce 


EVENING & SUNDAY BULLETIN 


Ag N. W. Ayer & 
FASO INDUSTRIES 
Ager y D Arcy Advert } 


FRIGIDAIRE DIV. OF GENERA 


MOTORS CORP 


Agency-——Kudner Adv 


DECEMBER, 1957 


GENERAL ELECTRIC COMPANY 
APPLIANCE & TELEVISION 


RECEIVER DIV 44 
MAJOR APPLIANCE DEPT 
50 5 

Aue y Y » & Rul 
ELECTRONICS COMPONENTS 
DIV 14 
Agency Max 
MOTORS DIV 79 8) 
Agency—G. M. Basford & ¢ 


GIBSON REFRIGERATOR CO 


46 47 

Aad The B 

GOOD HOUSEKEEPING 49 
Ag y ‘ Ady 

HAMILTON MFG. CO ird ( 
Agency The Brady 

HOOVER CO., THE 7 
Aue y leo B ett ( 

HOTPOINT CO 4, 22 
A j os Pe } 


KELVINATOR DIV. AMERICAN 
MOTORS CORP 
4th Cover 18 19 


LONERGAN COOLERATOR 
DIV., McGRAW-EDISON CO 
2nd Cove 


Age y Mayer. 


McGRAW-EDISON CO 
CLARK WATER HEATER DIV 53 
Agency——Kreicker & Mel 


MEND.-IT SLEEVE CO 90 


MERCHANDISE MART, THE 


\e ex TF 





INDEX TO ADVERTISERS 





NATIONAL 


ZENITH RADIO 


MANUFACTURERS 


Agency —Kreicker & 


RADION MFG. CO 


Aaency—Critchfield 


ROLL-OR-KARI CO 


SAFE ELECTRICAL 
COMMITTEE, THE 


f 


»ATURDAY EVENING POST 


Agency—Batten, & 


ELF LIFTING PIANO 


CO 


KINNER CO., M. B 


j y J & T 


KUTTLE MFG. CO 


Age , 


WASTE KING CORP 


Aae Mix 
WEBB MFG. CO 


WEST BEND ALUMI 
Agency—Weste 


WESTINGHOUSE ELECTRIC 


CORP 


f 


f 


/ i ih 


PLIECTRICAI MERCHANDISI 


HOUSEWARES 


Advert 


ORP 


73 


60 


90 


86 
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NEW FACES IN NEW POSITIONS 


Gibson Refrigerator Co.—Lor 





\\ Ilan J 
if l 1d T \» 

Copeland Refrigeration Corp 

John Youn ha ’ i iit 

| ty t ile if 

Ka Nin | 
1 Don Ro Nihack 
post for Nel | 
i| thern \W 















“| sell 
scales in 
the ads and 

in your store!” 


att 























LEONARD M All ROBERT FE. CASSATT — 
Airtemp Div., Chrysler Corp Fmerson Electric Mfg. Co York Corporation Robert bk 
- tt beer nar 1 sal 
| M. Call ha 1 nia Richard B, Loynd has been named itt has been named general sa 
. iid f th m hand i] mia ol ed . 
( form 
Nlast al Clock & Radio ¢ 
for ¢ | f hedders-Ouigan Corp.—Claude ¢ ae : See Sa ; 7 an ven 
Stan (,rcenheld hha ( ! 
Kirk has joined the orporation a : ' , tat 
mcd Cast if cpresel I\¢ 
listrict sales manager for Alabama i wath — New 
len ( ind the northwest 
fio t blorida e 
l. Ingraham Co.—Rex Partington Scale Dis lq 
has been appointed national sal 
hanage f wiajor a unt 
..» Featuring “Miss Borg” 
Youngstown Kitchens Div., Am 
ali ; who appears in 
Standard Wilham CGiebel ha pp 
ccna geakasall ‘iacmanaenll Fall National Ads 
1 n th >) ran 
Norge Div BS \\ te CHARLES ATTIG 
FREDERICK V. LACOCK Guilbert Desroch I Alliance Mfg. Co., Ine.—Charl 
Stiglitz ( | \ inted home laundry district \ttig ha en appo ; 
iglity orp., In ed } p>] 
k has been namec er for New England. Victor B nana f the Sessions ( k di 
, Steph i i like title f tl ' 
MN att H , th } n cist / 
Hoffman Electronics Corp. | 
Amana Refrigeration, Inc.— | \ Waste King ( orp. Kenneth ; bi Mumford ha app j ' 
bah i ! ) if \l hi j { t { r T { , 
mage I t ( nd lon t I Hifi a rT 
OBITUARIES —w. C. Coleman Dies at 87 
+] Can i Holland 
| As thr pan t 
; aia ot Pp | t Inclu qd amon 
( t ts product tore World \W 
VV} { | ii i li t t I hom 
K { tin fem r-heatin 
it I iS and hotpiat indi a fold 
i 1] { ii 
if } ( in ft manulacture 
} i ite mid J 
) ! ( l 19 } Ih nn 
1] F { 
if 1th i heatin rif 
iK t () \t i ( 
I] t i i ) ¢ I] 
ht this pract yours 
WwW COLEMAN { ; . 
steagePae par , with new deal by 
Wit ' i tricity, ity } t t I 
( ket \r t t f | \ haat ‘ t 
Dut h ( t Mm ha i (uitizen i lY4 ih Na 
ed t but t hy t \son Mi t I 
1 fact the U.S The BIG name in bath scales 
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At your wholesaler now 
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Challenge to Util 
A : 


 fetttadggee 
! A p if i 
r i that 
' i | 
| 
| r 
j AGA t i 
‘ \ 
( \ 
| r r 
} | i 
' | 1) if 
\ l i 
t \ 
f I\ 
th FHA—VA 
\ te t 
f | 


LAURENCE WRAY Editor 


i 
i ' fol 
4 
i 
' } f 
r 
1 
j i 
’ i 
' } 
j 
} 
irice 
s 
i 
’ 
that 
ha 
; ; 





es) 
r ‘ ¢ 
Hy "4 
] tg 
{ ' \ r ' rn 
r pe ) ' , ton 
f ' Lleyhie 
Bi ( f j t t 
] pen 
) it i vas an ent on elect 
| ( iD t ed } i 
‘ 6 4 14 ; 
| } ( ' } 
t | I in l 
t Utility D id vith 
r f ; ¢ r elect 
r the vent 
I 
' 4 f ' 
i i i dil i 
i 6.4 cent ec! Lh ire ¢ 
Th iy plain that combi : 
| } 
it 1 utilitie fh a far § iter stake in the 
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Iver try slamming the door on a sale? It’s a fine way to sell clothes dryers (or, at least, 
one famous brand of clothes dryers!). We’re talking about our dryer—a basically better 
product, with differences that show up in dozens of little (/ittle¢) ways. Slam the door 
of a Hamilton and you get a solid selling sound. That sound can’t be spelled, but it can 
be described. It sounds just like 19 years of unmatched dryer-building experience—and 
that’s exactly what it is. It can be heard, too. By you and your customers. Try it with 
the nearest dryer on your sales floor——slam the door, hard. Does it have that nice, 
saleable Hamilton sound? Or does it sound like you’d better call your Hamilton 


Distributor before the hollow echo dies away? 


STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


CLOTHES ORVERS + HAMILTON MANUFACTURING COM 





Ask Henry Landry, He'll Tell You: 


“My Kelvinator Dryer 
Sales are running 32% 3% 
ahead of last year!” 


) “Kelvinator’s drying speed, triple 
safety and new styling are top 
demonstrating features that 
mean something to women.” 


and material mas appliance promotion... Operation Sno 
, Nir. Land flake Phi pieture shows them admiring thei 
rave, Ine., Kelvinator handiwork while discussing how Dealer Landry 
| l vill push Kelvinator Dryers during. the 
le Christ Christmas Gift Season 


Super-Speed Drying of New Kelvinator 
Klectric Dever dries « is fast a ican 
them) torah { y selling feature The big « 


neer.” Mr. Landry ealls it What's mote, yon ge Triple Safety Story, 


vrinkle-free and fluffy-soft drying features 
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ONLY WHAT’S BEST FOR OUR DEALERS IS GOOD FOR 
as 
Kewnm«ator 


Division of American Motors Corp., Detroit 32, Mich. 
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American Motors Means “f _ More for Americans ¥-— Live Better Electrically 








